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Rough Proofs 


In designing the new Champion, 
Studebaker engineers started “with 
a sheet of white paper.’”’ Some good 
jobs have been turned out on the 
back of an old envelope, too. 


, ¥ F 


Thurman Arnold insists, before 
conventions of business men, that 
he believes big business can also 
be good business. But he also 
thinks he has a permanent trust- 
busting job in the Department of 
Justice. 

vvy 


The FTC doesn’t like that “teeth 
that shine like the stars” theme in 
Calox copy. They think the stars 
may like the publicity even more 
than they do Calox. 


i 


Angostura bitters are promoted 
for use in drinks to readers of The 
New Yorker and Esquire, and as a 
remedy for hang-overs in Time and 
Newsweek. Don’t the latter’s sub- 
scribers carry their liquor so well? 


7 +. 


“P&G Launches Contest for 
Soap.”—News Item. 

A smart editor should keep that 
line standing. 


, | 


H. Gregory Thomas argues con- 
vincingly that the cosmetic market 
can be doubled in size. All that is 
needed is to persuade women that 
they should be twice as beautiful. 


, ¥ ¥ 


John O. Young says he has found 
action and constructive opportunity 
only in the advertising field. Well, 
even its worst enemies admit it’s 
the place for action. 


a 


Athletes who sign those testi- 
monials for the breakfast of cham- 
pions “must actually like to eat 
Wheaties,” General Mills says. Now 
we're getting somewhere. 


> oo 


Australian wool is to be promoted 
in the U. S. A. to the extent of 
$250,000 worth of advertising. 
Maybe those Argentine beef-grow- 
ers overlooked a bet. 


| 


>= +9 


Fruit juices, seltzer and Ameri-| 
wine make a fine summer 

oler, the California vintners will 

y In a magazine campaign in July. 

Just wait until Hire’s Root Beer 
irs about this. 


- FF 


Loose-Wiles has entered another | 
g biscuit in the canine derby. | 
e bone industry is convinced the) 
time has come to uncover hidden | 
nsumer preferences with a Gallup 
‘k-yard survey. 
, + | 
[t will now take a majority wate 
' all the personnel of the Garfinkel 
ency to fire anybody off the pay- 
ll. Only the clients will be able 
veto their decisions. 


- | 


Early subjects for television in- | 
ide some rather . gory prize- 
ghts. The idea is to find out right | 
ay whether the customers can 
lly take it. | 
Copy Cus. 


| Jersey. carried the news today that 


Auto Industry 
Cheerful with 
38 Per Cent Gain 


Sales Volume Continues 


at Fast Pace Despite 
Labor Trouble 


Detroit, June 1.—The strike which 
cut automobile production sharply 
last week has not affected either 
sales or advertising adversely, ac- 
cording to the latest figures from 
the firing line. While the manu- 
facturers and their agencies are 
watching the situation with some 
apprehension, the majority appear 
to believe that the labor trouble in 
the Briggs body plant will be ironed 
out in time to enable the industry 
to maintain production and the 
dizzy sales pace it has been set- 
ting. 

Latest registration figures for the 
entire country for the first quar- 
ter and 40 states for April show 
that sales reached 845,855 cars, a 
gain of 236,617 over the 609,238 
boasted at this time in 1938. This 
means a 38.83 per cent gain for the 
industry, but some individual cars 
have been able to do much bet- 
ter. Plymouth, which was a bad 
third a year ago, is still in that 
position, but it has drawn much 
closer to the two leaders, so that it 
is not inconceivable that it may 
pass one or both if it is able to 
maintain its startling speed. 


Plymouth Shoots Ahead 


Plymouth has sold 122,767 cars 
thus far this year, for a gain of 43,- 
276 over its 1938 figure. Its per- 
centage increase is 54.44. Ford is 
in second place, with 149,455, or 
14.13 per cent better than its 1938 
sales. Ford’s unit gain is only 18,- 
512. Chevrolet’s leadership is even 
more convincing than a year ago, its 

(Continued on Page 4) 


Gulf Oil Copy 
Marks Acquisition — 
of Pure Oil Line 


New York, June 1.—Full-page 
copy in 30 newspapers in major | 


| cities of New York, plus a few in) 


neighboring Connecticut and New 


Pure Oil Company has withdrawn | 
from the gasoline field in this area | 
and that Gulf Oil Corporation has 
taken over its stations to sell Gulf! 


products. 

Headlined “Today . Gulf} 
Broadens Service in Metropolitan 
Area,” copy pointed out that yes- 


terday’s Pure Oil stations now fly 
the Gulf banner. “If you’re an old 
Pure Oil Customer,” the copy read, | 
“drive around today and see what 
Joe, or Tom, or Gus looks like in 
his new cap.” 
The announcement insertion pic- 
tured a station attendant and one 
(Continued on Page 26) 
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HOT WEATHER DELIGHT 


FRESHE THAN EVER 


CXCLUSNE 568 WRATHER-PROOF wrap” 
NOW BRINGS YOU AN IPPIRELY NEW FLAVOR 
SERSATION Wi KELLOGE'S CORN FLAMES’ 


Kellogg Company adds momentum to 

its summer cold cereal promotion by 

launching a new campaign in newspapers. 
(Story on Page 2.) 


Consumer-Retailer 
Council Strikes 


Financial Snag 


New York, May 31.—The Na- 
tional Consumer-Retailer Council, 
which has been attempting to bring 
consumers and business together to 
iron out their respective problems 
in a spirit of cooperation, has struck 
a snag in its work, spokesmen for 
the organization told ADVERTISING 
AGE today. The difficulty is prin- 
cipally a financial one, due to a de- 
cline in support from retailers, who 
have been the backbone of the 
movement. 

Many retailers, it was said, have 
expressed doubt that a “consumer 
movement actually exists,” because 
they have not seen tangible evi- 
dence of it in their own localities. 
Some retailers have even gone so 
far as to intimate that the activi- 
ties of the council serve to stir up 
a consumer movement which might 
otherwise remain dormant. 


Retailers Most Enthusiastic 


Retailers, on the whole, have been 
the most enthusiastic of all the ele- 
ments in the council, which is made 
up of representatives of women’s 
groups, retail associations and bet- 
ter business bureaus. More than 
1,000 retailers have contributed to 
the organization’s support during 


council’s officials, however, believe 
(Continued on Page 6) 


‘Window Displays Hit by 


| 
| 
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Court to Determine 
Chain Tax Validity 


Justices Evince Lean- 
ing Toward Verdict of 
Unconstitutionality 


Harrisburg, Pa., June 1.—A deci- 
sion on the _ constitutionality of 
Pennsylvania’s graduated chain 
store tax is now pending before the 
state supreme court here, following 
argument which brought oral ex- 
pression from the three presiding 
justices to the effect that the law 
did not conform with provisions of 
the state constitution. 

The chain tax law imposes an 
annual levy of from $1 for a single 
store to $500 each for every store in 
a chain with more than 500 outlets 
in the state. The tax also applies 
to theaters. 

Arguing for the Commonwealth, 
which is appealing a county court 
decision unfavorable to the tax, 
John Y. Scott cited an opinion of 
Justice Owen J. Roberts of the 
United States Supreme Court hold- 
ing that the state legislatures could 
tax on the basis of distinction be- 
tween one owner who operates 
many stores and many owners who 
operate one store each. 


Holds Pennsylvania Different 


Theodore Voorhees of Philadel- 
phia, attorney for the Great At- 
lantic and Pacific Tea Company, 
pointed out that decisions from the 
United States court affecting other 
states have no bearing on Pennsyl- 
vania because of constitutional dif- 
ferences between the states. The 
Pennsylvania constitution prohibits 
different tax rates on the same type 
of property. Chief Justice John W. 
Kephart agreed with this argument. 

George Ross Hull, counsel for the 
American Stores Company, told the 
court that if such a tax is upheld, 


| similar levies could be imposed on 


| the two years of its existence. The | coa! mines and farmers on the basis 


|of the number of acres covered. 
(Continued on Page 2) 


Last Minute Mews Flashes 


German Travel Copy Reassures Tourists 


New York, June 2.—Quoting travel statistics, the German Railroads 
Information Office today made its first use of the “confidence” theme in 


800-line newspaper space here. 


Ernest Schmitz, American representa- 
| tive, said the promotion will be extended to other cities where the public 


is “jittery” about conditions abroad. Copy says that more than 500,000 
foreign tourists visited Germany in the six months ended in April and 


headlines and loud speakers.”’ 


| asserts that “confidence is deep-rooted among the millions and not con- 
| fined to the select few who have sources of information beyond the 
Albert Frank-Guenther Law is the agency. 


Mississippi Shuffles Advertising Personnel 


Jackson, Miss., June 2.—Ed Lipscomb, director of the Mississippi 


| State Advertising Commission, has resigned. 


James, formerly assistant director. 


His successor is Garner 
Lieut. Gov. J. B. Snider, commission 


chairman, has been granted a leave of absence until September. 


Zenith to Feature New Wavemagnet in Advertising 


Chicago, June 2.—Elimination of aerials and antennae by the new | 
Wavemagnet, with which its entire new line is equipped, will form the} 
| keynote of a heavy advertising campaign by Zenith Radio Corporation,| contributions and advertising men 
| distributors were informed at sectional meetings this week. Commander 


E. F. McDonald, president, reported sensational success for a single 
model equipped with the new device, which has been tested for five|The list of winners will be forth- 


| months. 


Pennsylvania High 


| 
| 


Legislation, Labor Costs 


Drug Field's Use of 
Medium Declines 
Almost 50 Per Cent 


New York, June 1.—General 
business conditions, confusion over 
the new federal labeling require- 
ments and substantially increased 
labor costs due to an acceleration 
of union activity have conspired to 
deal window display advertising a 
serious blow, a survey of conditions 
in this field disclosed this week. 

Typical of the effect of these fac- 
tors on the use of window displays 
is the experience of the drug indus- 
try, long the chief advocate of this 
medium. According to expert opin- 
ion, window display installations 
for drug advertisers today stand at 
about 50 per cent of what they 
were two years ago. In at least 
one instance a nationally known 
company, hitherto one of the largest 
users of window displays, has com- 
pletely eliminated this item from its 
1939 advertising budget. 


Manufacturers Hesitate 


Discussing the situation today 
with ADVERTISING AGE, Frederick 
Wertz, president of Window Ad- 
vertising, Inc., declared that hun- 
dreds of thousands of dollars worth 
of display business have been held 


evolution of a label satisfactory to 
the Food and Drug Administration. 
Since labels are usually repro- 
duced on displays, advertisers have 
refused to commit themselves to 
the manufacture of this expensive 
material until they know what the 
federal agency will approve. With 
the postponement of the law’s effec- 
tive date, however, a distinct up- 
turn in the display business for the 
fall is indicated, Mr. Wertz said. 
“When business became bad last 
year,” Mr. Wertz declared, “win- 
dow displays were the first item in 
the promotion program to be cut. 
Displays are costly, and their elimi- 
nation represents a sizable item on 
(Continued on Page 30) 


‘Baw! St. Journal’ 
Presents Finance 
As It Might Be 


New York, June 2.—“Are we 
tickled pink? We're only half in 
the red. Our business is half in 
Canada.” 

This is a sample of the advertis- 
ing in today’s 21st annual issue of 


“The Bawl Street Journal,” issued 
by the Bond Club of New York 
jafter the stately manner of the 
Wall Street Journal, even if the 
content is considerably different. 

Another brokerage house offers 
“to sell any bond on our shelf for 
a song,” adding, “Just offer us a 
note.” 

Another explains that “Heaven 
can wait, but not our margin calls.” 
Still another advertises, “Commis- 
sion orders and customers carefully 
|}executed on short notice.” The most 
plaintive is one advertising that 
“We could do a big business in gov- 


ernment guaranteed railroad stocks 
|—if some one would guarantee the 
government.” 

The Bond Club pays cash for all 


jusually eke out their stipends by 
| contributing to the special issue. 


|coming in the immediate future. 


up by manufacturers pending the « 
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Kellogg Starts 
Extensive Summer 


Newspaper Drive 


Copy Will Feature New 
Double Wrapper for 
Corn Flakes 


(Picture on Page 1) 

Battle Creek, Mich., June 2.—The 
approach of summer today saw a 
heavy newspaper advertising cam- 
paign break in behalf of Kellogg’s 
Corn Flakes, long heralded as a hot 
weather cereal. A long list of pa- 


pers throughout the country will 
carry the Kellogg copy, featuring 
“the new double wrapper which 


brings Corn Flakes to the breakfast 
table as crisp as when they left the 
plant.” 

Flexibility will be the keynote of 
the summer campaign. Despite 
heavy radio expenditures, the in- 
vestment in newspapers will com- 
pare favorably with that of previ- 
ous years. While the amount of 
space will vary according to the im- 
portance of markets, newspapers in 


in 1938 


Are your English sales 
rising in proportion? 

The answers to these ques- 
tions may be useful... 


Question: What has been the recent trend 
of American exports to England? 
Answer: During 1g38, American 
exports of food, drink and tobacco to 
| ngland were 62° > wreater than they 
were in 1937. Potal American exports 


C 
Si*% 


to kngland have increased by 
during the last six years. 
Question: Does press advertising “pull” 
well in I ngland? 

Answer: Advertisersin England find 
it does. On veneral new spaper adver 


tising, k-ngland spends considerably 


more per capita than does America. 

ie¢ tion: Why does it cost le to reach 

a million customers in England than 
Imerical 


Answer: Because of the concentra- 


IN ENGLAND 


OF AMERICAN FOOD, 
DRINK AND TOBACCO 


ROSE 62% 


IMPROVED / 


Lasts 6 times longer 


Tying in its window display promotion 
with publication copy, Johnson & John- 
son emphasizes the news appeal of its 
new Tek toothbrush. The display was 
created by Forbes Lithograph Company. 


metropolitan districts will get about 
7,000 lines. 


In addition, Kellogg will use 


space in The American Weekly and 
This Week, both of which will carry 
color copy divided between corn 
flakes and some of the other Kel- 
logg products, notably Rice Kris- 
pies. This copy was started before 
the run of paper schedule began. 
While no formal announcement 
has been made as to plans for “The 
Circle,” the Kellogg radio program 
occupying a full hour on the NBC 
Red network Sunday nights, it is 
generally believed here that the 
show will run through the summer. 
The contract was signed for 52 
weeks, subject to cancellation on 
the usual terms. The next possible 
cancellation date under this con- 
tract would be July 9. J. Walter 
Thompson Company is the agency. 


Packer Promoted 

W. M. Packer, who has been gen- 
eral sales manager of Packard Mo- 
tor Car Company, Detroit, has been 
appointed vice-president in charge 
of distribution. He succeeds M. M. 
Gilman, who became president of 
the company April 17. 


Starts Vitamin Drive 
Vitamins, Inc., Chicago, has 
launched a campaign in business 
papers to promote its Vitamin D to 
food manufacturers. Copy is being 


|placed by Lee Ringer Advertising, 
|Los Angeles. 


1 game of skittles in an English public house. The old English game ts played, not with 
a ball, but with an eleven pe und wooden “cheese,” which 


tion of readership in a tew big publi- 
cations. The Radio Times gives a 
national coverage of one family in 
four, at a milline rate about half that 
of a big American magazine. 
Question: Is the average reader of the 
Radio Times richer or poorer than the 
average reader of an dmerican maga 
zine of equal circulation? 
Answer: Probably richer. In 1937 
the per capita income of the whole 
population was 11% higherin England 
than in America; and the reace rship 
ot the Radio Times is heavily weighted 
at the top end of the English income 
scale. 
Question: How aré §2 weekly insertions 


i. , . } , , ’ 
in the Radio Time equal lo s/7 inser 


ts hurled directly at the pins. 


tions in any daily English publication 
of equal circulation? 

Answer: An independent survey 
showed that each ce py of the Radio 
Times ts read daily tor a week by yy - 
Of Its 3,000, subscribers. This 1s 
because the Radio Times ts the only 
publication allowed to print B.B.C. 
radio programs tor a week in advance. 

* ‘ * 
lf you are an American manufacturer 
selling in England and would like to 
have turther market tacts bearing on 
your particular problems, write to 
the 
Broadcasting Publications, Broad 


Place, 


Advertisement Direct yr, British 


casting House, Portland 


London, W. 1, England. 


The English weekly magazine with a density of coverage 


four times that of Life 


RADIO 


TIMES 


Guaranteed net weekly sales, 3,000,000 


Rate, $2.46 per line 


per million readers 


HISTORIC COPY 


fe . 


TO THIS PLACE, 
AND THE KINDNESS 
OF THESE PEOPLE, 
1 OWE EVERYTHING” 


oe 

mmortal words of gratitude. 
THAT is why it is 

salute Milinois’ State Capital—to express again ur 


appreciation of the place Lincoln called home 


| 
slations to all participants in the eg snd to | 
Twentieth Century Fox 
| NAO 
™ ALTON now | 


To commemorate the world premiere of 

"Young Mr. Lincoln,” the Alton Railroad 

inserted this copy in Springfield news- 

papers. Reincke-Ellis-Younggreen & Finn, 

Chicago, handled the tie-up with the 
new picture. 


Schmidt Beer Copy 
Builds Appeal 
on Safety Theme 


Detroit, June 1.—Safety made its 
debut as a major copy appeal in 
beer advertising this week when 
the Schmidt Brewing Company 
launched a_ special campaign in 
Michigan and Ohio newspapers. 

Copy for Schmidt’s beer will bid 
for attention with such headlines 
as “What Makes Train Travel the 
Choice of Millions?” The answer, 
printed in bold letters, is “Safety.” 
Copy then ties in this question with 
an appeal for the beer by pointing 
out that “skeptics who thought ‘all 
beer alike’ are finding out daily that 
Schmidt’s is different—that they 
can drink Schmidt’s with peace of 
mind because they know, first of 
all—it’s a low calorie beer. 

“Secondly—they get no unpleas- 
ant after-effects. And last, but cer- 
tainly not least—Schmidt’s is the 
most delicious beer in town!” 

Other insertions in a similar vein 
will utilize the safety appeal in 
motoring and flying to build a case 
for the brew. Simons-Michelson 
Company is the agency in charge. 


Yankee Network to 


Offer New Transmission 

High frequency transmission will 
be inaugurated in New England this 
month by the Yankee Network 
which will put into operation a new 
station, W1XOJ, on Mount Asne- 
bumskit, near Worcester, Mass. 

An impressive demonstration of 
the reception results achieved by 
the new method was presented re- 
cently in Boston before a_ special 
meeting of the Institute of Radio 
Engineers. Major Edwin H. Arm- 
strong, pioneer in high frequency 
transmission, John Shepard, 3rd, | 
head of the network, and Paul A. 
DeMars, technical supervisor, offi- 
ciated at the demonstration. 


A. R. Williamson has resigned as 
vice-president in charge of Mid- 
west division of Tom Fizdale, Inc., 
Chicago. He has been in charge of 
the Chicago office since his resig- 
nation as assistant to the publisher 
of the Minneapolis Star in Febru- 
ary, 1938. 


Insurance Protects 
Agencies Against 
‘Slips’ on the Air 


New York, June 2.—An “error 
and omissions” insurance policy, by 
which an underwriter assumes 
complete responsibility in case of 
court action against national ad- 
vertisers and agencies for both 
mistakes of omission and commis- 
sion in connection with radio ad- 
vertising, has been taken out by 
most major agencies here. 

Although such insurance has been 
available for two and _ one-half 
years, and practically every agency 
which could meet the requirements 
for its issuance now has this pro- 
tection, there have been no serious 
cases which the insurance company 
has been forced to defend. 


Insurance Broker is Originator 


Cecil Davis, an insurance broker 
with Hagedorn & Co., originated 
the policy, which is underwritten 
by the Preferred Accident Insur- 
ance Company. The policy indem- 
nifies an account and its agency 
against piracy, slander, libel, plag- 
iarism and invasion of personal 
privacy. 

In discussing the policy with 
ADVERTISING AGE today, Mr. Davis 
pointed out that this type of insur- 
ance is still regarded as an experi- 


'ment by the underwriting com- 


pany. He stressed that it is avail- 
able only to advertisers and agen- 
cies who take elaborate pains to 


| prevent the possibility of legal ac- 


tion in civil suits. 

Various aspects of this type of 
protection were discussed at the 
recent convention of the American 
Association of Advertising Agen- 
cies, it was learned, and its use is 
now common in the advertising 
field. 


State High Court 
to Determine 
Chain Tax Validity 


(Continued from Page 1) 

“We could lay the tax on all 
branches of industry, making the 
tax a graduated one to fit the num- 
ber of employes,” he asserted, with 
Justice Horace Stern expressing the 
opinion that he “could not see” the 
state’s classification of stores for 
taxation. Justice George W. Maxey 
also expressed agreement with the 
attorney’s argument. 

Maurice Wolf of Philadelphia, 
representing Stanley and Warner 
Brothers theater interests, told the 
court that “‘Pennsylvania is the only 
one of 27 states with chain store or 
potential chain store legislation 
which attempted to apply the grad- 
uated tax to theaters.” Wolf 
pointed out that chain theaters 
were “purely local operations” and 
had no advantage over independ- 


ently owned units. 


Chicago Illustrators 
to Meet June 5 
The Chicago Society of Photo- 
graphic Illustrators will have a spe- 
cial meeting June 5 devoted to a 
study of photographic make-up for 
black and white and color pictures. 
The meeting will be held at Nor- 
mandy House. 


WHEN YOU NEED SALES IN 


| THE SMALL TOWN MARKET 
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ADVERTISING AGE 


IT’S THE Q THAT COUNTS! 


The Texas Quality Network broadcast its first commercial program in 
September, 1934. Since then 60 national and regional advertisers have 
used TON successfully — and 5 of the current advertisers have had more 


than 4 years of profitable TON broadcasting experience! 


A reliable signal plus superlative programming makes the Texas Quality 
Network first choice in the 4 key Texas cities—Dallas, Fort Worth, Houston 


and San Antonio. 


The Texas Quality Network is first choice, too, with that 60% of the popu- 
lation who live away from the urban centers. These Texas families consistently 
rely upon the 105,000 watts of the TON stations for dependable radio recep- 


tion (as do other families in Southern Oklahoma, Louisiana and Arkansas). 


The Texas Quality Network is the only radio way to reach all of this large 
and responsive audience at one low cost. Let that Q in TON be your cue 


to greater sales in the bia, rich, booming Texas market. 


THE TEXAS QUALITY NETWORK 


WFAA-WBAP KPRC WOAI 


DALLAS FT. WORTH HOUSTON SAN ANTONIO 
Ask for Texas Quality Network Standard Market Data Brochure 


EDWARD PETRY & COMPANY, INC. 
NATIONAL REPRESENTATIVES 
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Auto Industry 
ls Cheerful with 
Gain of 38 Per Cent 


(Continued from Page 1) 


| 
197,898 unit sales representing an 
increase of 48,581 cars over 1938 
though the percentage gain is only | 
oa.50. 

As in 1938, Buick is holding down | 
fourth position, but seems to be 
having difficulty in eluding the per- 
sistent clutches of Dodge, which is 
pressing it closely. Buick’s 1939 
registrations number 67,031. Dodge 
has 65,144. Buick’s gain over 1938 
16,541, that of Dodge, 30,557. 
Dodge has almost doubled its 1938 | 
sales, and has an actual 


is 


increase | 
of 88.34 per cent to talk about. 


Nash Percentage High 


Nash, whose advertising has at- 
tracted wide comment this year be- 
cause of its freedom from tech- 
nicalities, and emphasis on the to 


of motoring, can quote statistics to 
prove that the 
Nash's registration 


shift has paid. 
figures do not! 


‘in 
| Whether because of its new Cham- | 
|}pion or some 
»| baker has sold 17,458 cars this year. | 


look impressive in comparison 
with some of the giants of the field, 
but its 18,075 seems quite respect- | 
able when it is contrasted with 11,- | 
231 for 1938. The unit gain is 6,844, | 
which, converted into percentage, is 


gime 
SS 


beng he ag 


|60.92. Nash must bow only to! 
Dodge in this question of cieneadl AUTO | 
ages. 


Studebaker is also doing all right | 
llth place, just behind Nash. | 


REPAIRS | 


reason, Stude- | _ 
<2 pabapeerd igrreeereee 


other 


This compares with 11,239 in the| 
corresponding 1938 period, for an| 
increase of 6,219, or 55.33 per cent. 


Packard Sales Up 


Though incomplete registration | 
figures for April have Packard | 
showing a loss in comparison with 
1938, advices from the company are 
that the recent price cut, widely | 
heralded in the public prints, have 
turned the tide and that when the 
statistics are cast up for May, 
Packard will be showing a gain over | 


Sunoco. 


distribution by local dealers. 


FitPartes Sgt: agi? 
ae 


MOURNFUL TALE IS HAPPY NEWS FOR MOTORISTS 


Gosh - -no repair jobs 
pes everybodys usin 


Sun Oil Company uses a familiar Walt Disney character to deliver its sales story of freedom from motor troubles thanks to 
In addition to its appearance on 24-sheet posters, the same portrayal is being reproduced in blotter form for 


Roche, Williams & Cunnyngham, Philadelphia, directs Sunoco advertising. 


the previous year. For the first 20 


days of the month sales were said | New WIRE Rates 
to be 67 per cent ahead of the cor- | Indianapolis, has 
ang Ss, 


| Station WIRE, 
responding period of April. Graham . 
is the only other manufacturer re- | —. Wreathge adhag - | — — 
porting a loss, mainly due to a shut- | ,.. 


rates apply only to programs, an- 
down because of a factional dispute |nouncement rates remaining un- 


within the UAW. changed. 


. «+ and advertise your gible in 
INSTITUTIONS Magazine. . . the ONE 
publication that offers all of the fol- 
lowing advantages. . . 


1. Complete, all-inclusive coverage. . . 
‘over 55,000 copies monthly. 
2.Read by the all-important RIGHT 


MEN ... the men with the POWER 
to PURCHASE. | 


3.A planned editorial policy that de- 
velops an intense reader interest. 


4.A sales producer . . . creates wide 
acceptance and prestige. 


5. Backed by a company with 50 years 
of publishing experience. 


CIRCULATION | 


of INSTITUTIONS Magazine 
Nov., 1938 (Audited by ey | 
DME «ib wees G0 obs e's 601 
Hospitals and sanatoriums 3 110 
Schools and colleges..... 3,298 
SD s démenvasenakusens 5,948 
Homes: schools for deaf, 
blind, asylums, etc..... 1,870 
Jails, houses of correction, 
penal institutions...... 238 
Gov't. Inst’ns & CCC Camps 1,812 
ee, ee eee eee 12,227 
Building owners and 
SOGOTE 5 oo he eee s oe 3,074 
Real estate departments 
of insurance companies 78 
Steamship lines and dining 
car systems.... 100 
Power and gas companies 290 
Outfitters or jobbers, and 
their salesmen. ‘ . 3,743 
Institutional departments 
of department stores... 132 
Architects specializing in 
institutions ........... Sa 
Manufacturers and their 
salesmen and agents... 3,627 
DE tae N css hcddeeos ae 
TOTAL 55,215 
Published Monthly 
A Domestic In our 50th 
Engineering year as 
Publication Publishers 


JRNISHING = DECORATING MAINTA 


T'S THE LAW! 


ae ean sr hl ean! BA ere 


O 


Ic) 


a puolicity and 
= Sls rote 


when you use 
IndbtitutionA da 


InAtitutionA ™ 


NG MAINTA atm 


Published Monthly 


DOE LING 


From an advertiser's viewpoint, the primary function of 
INSTITUTIONS Magazine is to publicize and create a 
wide acceptance for his products among all classes of 
institutions. Naturally, this publicity and acceptance 
created among our more than 55,000 equipment-minded 
readers result in future sales. That INSTITUTIONS Mag- 
azine is performing this vital service successfully for its 
advertisers is evidenced by the huge number of letters, 
comments and inquiries received from readers each 
month. This can mean only one thing ... an ever-increas- 
ing acceptance for the advertisers’ products, caused by 
a higher degree of reader interest being continually de- 
veloped. In addition, these requests for information 
provide the advertisers with a tangible guide in the prep- 
aration of their sales promotional activities. Then, too, 
in some cases they directly result in immediate sales. So 
if you are selling your products in the institutional field, 
write for full details . . . or . . . CONSULT YOUR 
ADVERTISING AGENCY about this vital advantage of 
INSTITUTIONS Magazine. 


90 


PRAIRIE AVENUE 
CHICAGO, ILL. 


NING - REMODELING * 


LEGAL ‘TRENDS 
ARE STUDIED 


Profession sims WAGE-HOUR 


Is Made a P BILLS HEAD GROUP 


Detroit Banks Spur 
‘Used’ Home Sales 
by Unique Drive 


Detroit, June 


problem of disposing of “used” 


ing field, several financial institu- 
tions here have joined in 
cooperative campaign to merchan- 
dise their properties through special 
pages in the real estate sections of | 
Detroit newspapers. 

Under the direction of Karl G. 
| Behr Advertising Agency, the insti- 
| tutions have approached their task | 
preagptarn along the lines followed 
by automobile dealers who find it 
necessary to move used cars in 
periods of new car sales activity. 
|The chief distinguishing element in 
this comparison, however, is the ab- 
sence of trade-in allowances in the 
real estate field. 

Participants in the cooperative 
program include the Receivership of 
the First National Bank, Detroit 
Trust Company, Detroit Bank, and 
several insurance companies. 

Each advertisement in the cam- 
paign features the trademark “Plus- 
Value Homes.” As a tie-in, this 
|same trademark is being included 
in smaller size in the classified ad- 
vertising of the participants, as well 
as in the advertising of their real 
|estate brokers, featuring specific 
properties for sale. Through direct 
mail promotion the campaign is 
being merchandised to real estate 
brokers, who are responsible for 
most of the sales of “used homes” 
sold by the institutiotis 


New Goodrich Booklet 


B. F. Goodrich Company, Akron, 
has issued a new and revised edi- 
tion of its safe-driving booklet | 
titled, “Quit Your Skidding.” 
than 1,000,000 copies of this booklet 
were distributed last vear. 


1.—Faced with the! 


houses in the face of increased ac- | 
tivity in the new residential build- | 


a 


More | 


hat is today's 
hot tip trom 
» — Fadio? 


Soap Makers Urge 
Modification of 
Coconut Oil Tax 


Washington, June 1.—The Com- 
|mittee on Territories and Insular 
Affairs yesterday received a peti- 
tion from 77 soap manufacturers in 
the smaller volume brackets em- 
phasizing that they are unable to 
| pass the present excise tax on 
| coconut oil on to the consumer, 
'and that there would soon be very 
'few of them in business if it is 
maintained. 

| Congress is currently scheduling 
hearings on a bill which would 
| modify the present three cents per 
pound processing tax on coco- 
nut oil. 

Major opposition to the proposed 
modification is led by tallow ren- 
derers who convert refuse fats into 
tallow sold to soap and lubricating 
grease manufacturers. 


National Insurance 


“Sells” Copy to Staff 
National Fire Insurance Com- 
pany, Hartford, Conn., has issued 


to all its fieldmen a booklet con- 
taining all of its business paper in- 
sertions in the 1939-40 campaign. 

The purpose of this booklet, as 
described by J. W. Mason, manager 
of the advertising department, is to 
merchandise business paper adver- 
tising effectively to those who call 
on agents or dealers. “Briefly,” 
said Mr. Mason, “the man who 
makes the personal contact makes 
po impression for the company; we 
seek to enhance that impression by 
pointing out the services he offers.” 


| _ aanenneienete 
State Drive to Houck 


Houck & Co., Roanoke, Va., has 
| been appointed agency for the ad- 
| vertising campaign sponsored by 
| the Virginia Conservation Commis- 
sion, effective July 1 for a three- 
year period. The agency will open 
a branch office at Richmond t¢ 
facilitate 


handling the dri ive. 


SEE PAGE 26 
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Roughly SO0¢ 
of every retail 7 


drug dollar is : 
spent in just j uals Gabe teat 
25* big-city ay cs @eemhiy 
—e F ' as thoroughly as 
the next 4 national 
weeklies combined; 
me or the top 4 women's 
Me magazines combined. 


_*San an Francisco becomes THIS WEEK's 25 
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Consumer-Retailer 
Council Strikes 
Financial Snag 


(Continued from Page 1) 


that a broader base is needed to 
carry on its work uninterruptedly, 
and that this can come about 
through the participation of manu- 
facturers and more associations. 
One factor that the council thinks 
is being overlooked by those who 
minimize the strength of the con- 
sumer movement is the future of 


the trend. A _ good indication of | 
what this will be is contained in 
the organization’s recently pub- 
lished report, “Straws in the Wind,” 
which reports its progress in 1938. 

Most significant, according to the 
council, is the increased number of 
courses on various phases of con- 
sumer education given in secondary 
schools and colleges and the stead- 
ily mounting enrollment in these 
studies. With courses on truth in 
advertising, informative labeling 
and legislation affecting the con- 
sumer included in the curricula, 
council spokesmen emphasized that 
if the retailer doesn’t recognize a 
consumer movement now, he may 
be faced with a more formidable 
one later on. 


ADVERTISING AGE 


New Ford Tractor 


Ford Motor Company has an- 
nounced that it will start produc- 
tion early this fall on a new low- 
priced tractor. It is hoped that this 
tractor will be ready for the na- 
tional markets before the start of 
the plowing season. Initial produc- 
tion schedules call for an output of 
50,000 machines and _= subsidiary 
equipment in the first year. 


Jack Hand Promoted 


Jack Hand, formerly editorial as- 
sistant of Furniture Index, has been 
appointed editor, and will also act 
as editor of Furniture-East Digest, 
home furnishing newsmagazine, 
both published in Jamestown. N. Y. 
Mr. Hand succeeds Lynn M. Nichols, 
who has been named associate edi- 
tor of Gas and Oil Journal, Tulsa. 


AFA Issues List of 
Advertising Books 


The Advertising Federation of 
America has issued “Books for the 
Advertising Man,” a cumulative 
supplement of all advertising and 
marketing books published between 
1935 and 1938 inclusive. 

Books are listed under subject 
classifications. 


To Publish “Programme” 


Programme Publications, Brook- 
lyn, N. Y., has been formed to pub- 
lish Programme, a 16-page, sepia- 
tone magazine, to be distributed to 
patrons of the Paramount and 
Faban Fox theaters, Brooklyn. The 
single time rate for a full page is 
$60. Charles W. Webster is in 
charge of advertising. 
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Into almost twice as many San Francisco homes as any national 
magazine goes The Family Circle . . . into more different homes 


than any two weekly magazines combined... or the four women’s 
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MORE readers than 


any National Magazine! 


service magazines combined! 


San Francisco is only one of many such cities. In each of 22 cities 
of 100,000 population or more. . . 146 cities of 10,000 population or 
more... more families read The Family Circle every week than 


read any national magazine... weekly or monthly. 


That’s important . . . doubly important if you sell a product a 
housewife can use . . . because every one of FC’s 1,400,000 is a 


housewife-shopper . . . every one an active customer... every one 


a potential buyer of your 


Only $2800 a page . . . to reach 1,400,000 FC enthusiasts . . . who 


will spend more money for the things you sell than any other 


product. 


group of 1,400,000 women you can name! 


THE FAMILY CIRCLE 


“Every reader a customer” 


NEWARK 


NEW YORK 


CHICAGO 
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McCall's 


Liberty 


Collier's 


women’s 


Cleveland Richmond 
Dallas Sacramento 
Denver Salt Lake City 
El Paso San Diego 
Fort Worth San Francisco 
Little Rock Seattle 
Oakland Spokane 
Oklahoma City Tacoma 
Omaha Tulsa 
Philadelphia Washington 
SAN FRANCISCO Portland, Ore. Wilmington 


Circulations of leading magazines in 


THE FAMILY CIRCLE 
Women's Service Magazines 


Woman's Home Companion 
Ladies’ Home Journal 


Good Housekeeping 
Weekly Magazines 


Saturday Evening Post 


More different San Francisco families 
read The Family Circle than all four 


In these cities of 100,000 population or 
more, The Family Circle goes into more 
homes than any national magazine. 


San Francisco 


60,400 


19,906 
17,332 
15,381 
14,878 


34,263 
27,901 
23,619 


service magazines combined! 


Lebensburger Book 
Dissects Task of 
Men’s Apparel Copy 


New York, June 1.—Close align- 
ment of the retail sales problem 
with that of manufacturer adver- 
tising is emphasized by M. M. 
Lebensburger, advertising manager 
of B. Kuppenheimer & Co., Chi- 
cago, in his new book, “Selling 
Men’s Apparel Through Advertis- 
ing,” published today by McGraw- 
Hill Book Company. 

Mr. Lebensburger, well known to 
the advertising world through his 
many addresses to clubs and other 
affiliated groups, has covered this 
many faceted subject in a compre- 
hensive volume designed to aid 
both manufacturer and retailer. 

Few dogmatic rules are advanced 
In most chapters, Mr. Lebensburger 
has presented results of several 
techniques and permitted the reader 
to judge which might be best ap- 
plied to his own business. 

In a chapter on the relation of 
advertising to retail selling, a point 
admittedly of major interest to 
clothing manufacturers, he says: 


Store Impression Vital 


“The growing attitude toward 
advertising is one which places on 
advertising the whole responsibil- 
ity of public relations. Conse- 
quently, selling, as the most vital 
phase of public relations, is in- 
volved in the advertising problem. 

“No amount of advertising can 
correct a bad impression acquired 
by the customer through being ill- 
treated or indifferently treated in 
the store. Advertising and personal 
selling need to be coordinated in 
more than the fundamental sense. 
that is, centering promotional and 
sales efforts simultaneously on given 
merchandise. 

“The common fault is that the 
advertising strains to make a fa- 
vorable impression, which impres- 
sion is nullified when the patron 
visits the store and finds that the 
personnel does not represent in its 
activity what the advertising 
promises.” 


Suggests Four-Point Program 


As one remedy for this, Mr 
Lebensburger suggests a four-point 
sales training program. This em- 
phasizes a _ salesman’s need for 
knowledge of people as well as 
products; exercise of effort and in- 
itiative in getting customers into 
the store, as opposed to an “order 
taker’s” attitude, and a thorough 
understanding of the personality of 
the store which employs him. 

Other chapters of the book are 
devoted to such varied subjects as 
market research, use of all media. 
copy preparation and the planning 
of special events. 

Mr. Lebensburger has been asso- 
| ciated with Kuppenheimer for sev- 
| eral years. 
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Memphis Merchants 
Go to Court Over 
State Price Law 


Memphis, June 1.—Local mer- 
chants launched a court test today 
which may eventually determine 
the validity of the present state law 
barring below cost sales, although 
the issue at hand is limited to ar- 
gument over a difference of .0562 
per cent in the price asked for 
Procter & Gamble Company’s Ca- 
may soap. 

The Tennessee statute forbids 
wholesalers to sell below cost, re- 
quires retailers to sell at cost plus 
a margin of at least 6 per cent. 

W. P. Shoemaker, an investigator 
for the Retail Grocers Association, 
obtained a warrant for the arrest 
of P. H. Carter, president of 
Easy-Way Stores. Mr. Carter is 
charged with advertising and sell- 
ing in all of the Easy-Way stores a 
bar of Camay soap at five cents. 

Mr. Carter said his profit at this 
price was 5.9438 per cent, or .0562 
less than the required 6 per cent. 

“IT think a man has the right to 
do what he wants with his merchan- 
dise after he gets it,’ Mr. Carter 
declared. “Procter & Gamble asked 
us to run the soap for five cents.” 


Others Are Arrested 


Easy-Way Stores are individually 
owned but cooperate in advertising. 


Mr. Carter’s arrest is to serve as a! 


test case for two other merchants 
who were also named in warrants 
obtained by the investigator. 


Frank Benedetti, manager of the | 


Liberty Cash Grocers Store, is also 
charged with selling Camay soap at 
five cents. Louis Wein, operator of 
Hale’s Cut Rate Drug Company, is 
charged with selling a package of 
cigarettes for 14 cents. This is 
lower than the usual price for stand- 
ard brand cigarettes in Memphis. 

The case will be one for the city 
courts because it is an alleged mis- 
demeanor and all state laws cover- 
ing misdemeanors are enforced by 
the city if they do not conflict with 
the city code. 

In one legal precedent the fair 
practices act of this state was up- 
held by the Tennessee Supreme 
Court. This was in March, 1938. 


ILLINOIS HOUSE PASSES 
BELOW COST SALES BILL 


Springfield, Ill., June 1.—The Il- 
linois House today passed a bill 
forbidding any merchant to sell, at 
either wholesale or retail, merchan- 
dise at less than the cost to him. 

Eight exemptions are listed in 
the bill as it was sent to the Sen- 
ate. They are: Bona fide clear- 
ance sales if advertised, labelled 
and sold as such; perishable mer- 
chandise; imperfect or damaged 
merchandise; merchandise sold dur- 


ing final liquidation of a business, | 


' 


for charitable purposes or to a gov- 


made “in good faith to meet com- 
petition” and when merchandise is 
sold under court order. 

Violation of the proposed law 
would be subject to a fine not ex- 
ceeding $500. 


South Carolina 
House Defeats 


Chain Tax Measure 


Columbia, S. C., June 1.—The 
South Carolina House yesterday 
killed a chain store tax measure 
which would have imposed levies 
ranging from $10 to $450 per unit. 

Representative E. J. Craig of 
Aiken led the opposition to the bill. 

“Chain stores bring money into 


South Carolina,” he said, “and we 
are not working in the best inter- 
ests of the state if we oppose them.” 


Bottlers Report 
Successful Campaign 


The American Bottlers of Carbo- 
nated Beverages Association has re- 
ported that National Carbonated 
Beverage Week, May 22-29, was one 
of the most successful promotions 
ever staged by the industry. 

Truck banners and more than 
150,000 window streamers were dis- 
tributed through 21 states. 


Walsh Joins “Newsweek” 


Harry Walsh, formerly with Rod- 
ney E. Boone Organization, New 
York, has joined the Eastern sales 
staff of Newsweek, New York. 


Reach New 


SUMMER MARKET 


of Vacation 


EW ENGLAND is the great summer play- 
ground for the eastern half of the United 
States. During the season approximately three 
million people come into this vacationland, pene- 
trating all parts of it from the Connecticut shore 
to the mountain and lake regions of northern 


New England. 


These people at play are spenders. They make 
up a rich plus audience for the radio advertiser 
who knows how to reach them. Spread out as they 
are, they can be reached most surely through the 
seventeen stations of The Yankee Network. 


Yankee stations directly penetrate every large 
market, — cover thoroughly the large suburban 
areas from which they pull trade. 

The Yankee Network is the only station group 
which closely parallels the distribution of popula- 
tion —the only media for reaching the entire 
New England audience, plus the three million extra 


ernment agency, when the price is| yacation listeners. 


ATTENTION VALUE 


PRACTICAL BUILDER'S 70,000 building 
contractor readers provide manufacturers 
most direct method of contact at lowest 
cost with largest bona fide list. (Adver- 
tisement.)} 


| 


EDWARD PETRY & CO., INC. 


Exclusive National Sales Representative 


England 5 


FG yaendets 


WNAC Boston 
WTIC Hartford 
WEAN Providence 
WTAG Worcester 
Bridgeport 
Wic¢ ‘Now lll 
WNLC New London 
WCSH Portland 
WLBZ Bangor 
WFEA Manchester 


WSAR Fall River 

WNBH_ New Bedford 

WHAI Greenfield 

WBRK Pittsfield 

W L L H — 
Lawrence 


WLNH Laconia 
WRDO Augusta 


Lewiston 
WCOU \Acbon 


Agency Award Given 
Oregon Student 

Botsford, Constantine & Gardner, 
Portland, Ore., has announced that 
Glenn Pownder, University of Ore- 
gon advertising student, won first 
award in the agency’s annual “ad- 
vertising problem” contest for stu- 
dents. 

Entrants were required to design 
a complete market survey and mer- 
chandising, advertising and promo- 
tion program for a product in a des- 
ignated market. 


Searcy Opens Agency 

Morris L. Searcy, a member of 
the display advertising staff of the 
Portland Oregonian, Portland, Ore., 
for four years, has resigned to open 
an advertising agency under his 
name in that city. 


To Promote Phone System 


Intercommunications, Inc., New 
York, will launch a campaign in 
newspapers and business papers in 
September. All equipment sold in 
the United States will be manu- 
factured in the Hartford works of 
the Gray Telephone Company. The 
company, which is the American 
division of Swedish Ericcson Com- 
pany, telephone system, has not yet 
selected an agency for the cam- 
paign. 


NBC Advances Frey 


National Broadcasting Company 
has promoted George H. Frey from 
the network sales staff to sales 
service manager of the Eastern di- 
vision. He takes over the duties 
relinquished by I. E. Showerman, 
now Eastern sales manager. 
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| tisement scheduled to appear in the 
June 25 issue of Comic Weekly. 


Red Heart Will 


“To the best of our knowledge,” 

Tie Up with explained George A. Morrell, direc- 
: tor of publicity of the Morrell Com- 
Burlington Zephyr pany, “this advertisement represents 
(Picture on Page 31) a radically different approach to 


Ottumwa, Iowa, June 1.—Herald- 
ing a novel type of sales promotion 
in its advertising of Red Heart dog 
food, John Morrell & Co. today re- “The  cartoon-type  advertise- 
vealed details of a plan whereby | ment, showing the Red Heart Pups 
the Red Heart Pups will be fea-|enjoying themselves aboard the 
tured in a mythical trip aboard one | Denver Zephyr, was prepared in co- 
of the Burlington’s popular Den-| operation with R. W. Jennings, ad- 
ver Zephyrs in a full-color adver-|vertising manager of the Chicago, 


increasing the sale of dog foods 
than anything we have ever before 
observed. 


Burlington & Quincy Railroad.” 

The advertisement, which carries 
the headline, “The Red Heart Pups 
Ride the Zephyr,” invites children 
to submit letters on the subject, 
“Why I’d Like to Ride the Zephyr.” 
Five electric models of the Burling- 
tion Zephyr will be awarded to 
writers of the five letters adjudged 
best. The advertisement also tells 
children how they may obtain an 
engineer’s cap or hostess’ cap with 
their first name embroidered on the 
front. 

Henri, Hurst & McDonald, Chi- 
cago, is the Morrell agency. 


It’s the stuff... and then some! Because IMPERVO signs 
are WEATHERPROOFED ALL OVER ... inside and out 

. front, back, and all edges ... A proven process that in 
use has withstood the ravages of rain, sun, wind and snow 
—-the first successful method of weatherproofing cardboard. 


This exclusive Arvey process — IMPERVO — gives 
long life and durable brilliance to cardboard outdoor dis- 


plays. 


This new economy warrants your investigation. 


‘ 


Morrell & Co.; 


Looking over an advance proof of the color copy that will herald the Red Heart 
Pups’ trip on the Burlington Zephyr: Hazel Bratton, stewardess; R. W. Jennings, 
Burlington advertising manager; George A. Morrell, publicity director for John 
and S. E. Warren, engineer of the Zephyr. 


‘Time’ and ‘Life’ 
Prepare Welcome 


for Fair Visitors 


New York, June 1.—As a by- 
product of the World’s Fair and for 
the benefit of millions of out-of- 
town visitors expected to visit this 
city during the summer, Time, Inc., 
has leased an extra floor in its 
Rockefeller Center building in or- 
der to accommodate subscribers to 
Life and Time who wish to see 
how those magazines are pub- 
lished. 

Subscribers of these magazines 
have been mailed invitations to 
visit the building while in New 
York, and the extra floor has been 
fitted out to meet their needs. Use 
of the lounge and reception space 
will be limited to subscribers who 
have written in for admission cards. 

An executive of the publishing 
company explained today that the 
plan for playing host to subscribers 
was adopted when it was discov- 
ered that many subscribers in the 


course of penning letters to the edi- 
tors of Life and Time signified their 
intention of calling at the building 
while in New York. 

Editors of the magazines will be 
on hand during specified hours to 
answer questions from subscribers. 
A small theater has also been built 
to present new releases of the 
March of Time film feature. Asso- 
ciated Press Teletype machines are 
also on display, and Life photog- 
raphers will tell how they get their 
pictures. 


Forms Association 
for Food Testing 


Reginald S. Leister, food pub- 
licity consultant, has formed the 
National Association Service, Home 
Bank bldg., Toledo, to specialize in 
educational publicity campaigns for 
food associations. Mr. Leister was 
previously associated with Modern 
Science Institute, Toledo. 

This organization will be affiliated 
with the American Homemakers 
Council which has been established 
to furnish consumer reaction to all 
types of household commodities. 


Started 
May, 1933 


|'THE PLACE" . 


‘in all industries. 


ath a y cabel NEWS 


THE PLACE AND THE TIME FOR 
EFFECTIVE ADVERTISING TO INDUSTRY! 


(Member 
CCA) 


, because TEN reaches more than 
151,000 active plant operating men in the larger plants 


Write today for complete information and samples. “THE TIME" . . . because, due to IEN'S specialized 
me isetup and service, this essential 51,000 buying group 
| use Industrial Equipment News to keep posted on new 

APERYO WEAIHERTROOTED SIPLATS CAN OS Gin industria products and to look for their current pro- 
SECURED THROUGH YOUR OWN LITHOGRAPHER | iduction and operating needs. 
\ "EFFECTIVE" . . . because with the above approach 


WORLD'S LARGEST MOUNTERS AND FINISHERS 


me ~=—s ARVEY CORPORATION , 


CARDBOARD ADVERTISING DISPLAYS 


3462 NORTH KIMBALL AVENUE, ILLINOIS D 
300 COMMUNIPAW AVENUE, NEW JERSEY \ 


\it produces .tangible productive advertising results ... 
at a cost of only $79 to $85 an issue for standard 
representation. 

‘PROOF? ... More than 370 advertisers in June. 
‘DETAILS? . . . Write for the "IEN PLAN." 


THOMAS PUBLISHING CO., 461 8th Ave., New York City 


CHICAGO, 
JERSEY CITY, 
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Making better farmers 


® Advising, guiding and instructing the farmers of 
the Oklahoma-North Texas area is a thirty-year 
habit with The Farmer-Stockman. Planning for, 
teaching and moulding the thinking of the future 
farmers of this same Southwestern empire is an 
equally important function. 

And, take it from the teachers, there is no farm 
paper that does this job with the same degree of 
thoroughness as The Farmer-Stockman. 


From one teacher comes this observation: “I 


—- 
. 
a 


Pag ‘ fan nad Bek. Pa 
* i 
va Se . # 

‘ * is 


he 


truly wish that every boy in my classes could take 
it.” From another we have this comment: “I use 
this excellent publication every day in my classes.” 
From far-off California an ex-Oklahoman writes: 
“For twelve years I taught in Oklahoma rural 
schools and all the time was a subscriber to The 
Farmer-Stockman. Now I am teaching in Calif- 


ornia but so far have been unable to get a paper 


UP-AND-COMING FARMERS 


and better customers in the Southwest 


that serves the purpose of a rural school teacher 
as well.” 

All of which indicates how made-to-order The 
Farmer-Stockman is for those who think along 
the lines of the branch manager of a fence com- 
pany who recently. said: “Give me an advertising 
medium that talks to the farm boy and girl and my 


competitors can have all the others.” 


THE FPARMER-STOCKMAN 


THE OKLAHOMA PUBLISHING 


Oklahoma City 


a By COMPANY 
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Distribution Viewed 
as Major Problem 
of Frozen Foods 


Big Business Stature 
Essential, ‘Fortune’ 
Article Comments 


New York, June 1.— The frozen 
foods industry is one of the nation’s 
potential big businesses, but it is 
faced with a many-sided distribu- 
tion problem which must be soived, 
according to an analysis appearing 
in the June issue of Fortune. 

This comprehensive study re- 
views the growth of the industry 
during the past ten years and com- 
ments specifically upon the success- 
ful career enjoyed by Frosted 
Foods Sales Corporation, and upon 
the less fortunate experiences of 
Honor Brand, the former’s leading 
competitor. 

Money is pictured as a _ vital 
answer to the distribution problem. 
And with this answer is the indica- 
tion of bigger and bigger businesses 
that mergers bring about. 


“To the problem of frozen food 
distribution,” the article says, “the 
only answer is money. It is money 
that has brought Birds Eye (Frosted 
Foods Sales Corporation, a subsidi- 
ary of General Foods Corporation, 
is more familiarly known by this 
name) to its present position, and 
only money can bring other packers 
out of the ruck. 


A Field for New Capital 


“Since most of the packing com- 
panies are small, this need for cap- 
ital suggests two probable future 
developments—the entry of new 
capital to form distributing compa- 
nies like Birds Eye and the banding 
together of the smaller packers who 
will pool their resources and dis- 
tribute together under a common 
brand name.” 

Advertising’s value as a wheel- 
horse in the distribution problem is 
emphasized in Fortune’s belief that 
“no individual freezer can make 
enough money to pay for adequate 
advertising and merchandising any 
more than a small distributor or 
owner of a brand name can oversee 
the quality and uniformity of the 
frozen goods he buys. Both are jobs 
for a large and well-heeled organi- 
zation.” 

Another parallel on the industry’s 
dependence upon thorough adver- 
tising and merchandising plans may 
be drawn from the article in its 


analysis of the variant degrees of 
success enjoyed by Birds Eye and 
Honor Brand. 

Birds Eye is reported to have 
made a profit each year since 1934, 
although Fortune points out that 
the company still has a long way 
to go before General Foods will be 
fully repaid for its $30,000,000 in- 
vestment. It is estimated that Gen- 
eral Foods has retrieved about $8,- 
000,000 to date. 

A breakdown of Birds Eye’s re- 
tail sales dollar shows a 5 per cent 
allowance for advertising; 25 per 
cent dealer margin, 10 per cent to 
the distributor; 11 per cent for stor- 
age and transportation; 9 per cent 
for administration and sales, and 5 
per cent for processor’s service 
charge and profit. 

This totals 65 per cent and is as 
far as the company cared to go. 
Fortune, however, estimates that the 
balance is divided as follows: 17 
per cent for raw material, 16 per 
cent for labor and overhead and 
2 per cent for profit. 

Close attention to production effi- 
ciency and selection of quality foods 
for freezing has been accompanied 
with equally vigorous attention to 
the distributing process. A large 
part of this problem of course has 
been retail storage of the products. 

When the company began distri- 
bution in 1930, an average refrig- 
erator cost between $1,000 and 


s 


@ Markets, like race horses, have the same general appear- 
ance. Yet they are not all alike. So, when you “‘take a tip”’ 
on a horse you want to know a few things about his record. 
The same thing is true of markets. 

The 17-city Home Inventory conducted by Scripps- 


Howard Newspapers furnishes such a record . 
picture of the buying habits of the various markets. 


.. an accurate 
This 


information is available and already is proving valuable to 
many advertisers. 

In Memphis, the hub of the Mid-South market, The 
Commercial Appeal has been a faithful Partner in Progress 


to both wholesalers and retailers for 100 years. 


It is truly a 


dependable medium in a dependable market. 


Get action on your products 


market 


The Commercial Appeal. 
The Commercial Appeal is the only media that really 


gives 


take a tip on a flourishing 
schedule your Summer and Fall advertising in 


@ WAY SELLING ACTION 


@ The Commercial Appeal sells the consumer by its established 


reader interest. 


@ The Commercial Appeal sells the dealer by its vast trade paper 


influence. 


THE COMMERCIAL APPEAL 


A SCRIPPS-HOWARD NEWSPAPER 


MEMPHIS 


TENNESSEE 


National Representative—THE BRANHAM COMPANY 


“More Than A Newspaper 


An Institution” 


$1,800. Improvement in design 
brought this figure down to about 
$300 in 1934. Birds Eye also made 
it easier for the retailer to cast a 
friendly eye on frozen foods by 
renting him the cabinet instead of 
asking him to buy. The rental 
price ranged from $10 to $12.50 per 
month for the first three years and 
$5 per month after that. 

This was not an entirely altruis- 
tic move inasmuch as Birds Eye 
owns these cabinets and can now 
see to it that they hold only Birds 
Eye products. The retailer profits 
in getting the cabinet at a figure 
less than time payment and service 
charge costs. 

This factor, plus strict quality 
control of its product and a long 
range merchandising program are 
pictured as vital elements of the 
Birds Eye volume, which amounted 
to 50 per cent of the entire industry 
last year. 

Honor Brand, according to For- 
tune, froze about 20 per cent last 
year and is more typical of the 
other companies in the field. This 
company was founded by Max 
Waterman, a New York fresh pro- 
duce distributor, and began retail 
sales in 1937. 

Although it built up a string of 
2,000 outlets east of the Mississippi, 
packed and sold approximately $2,- 
000,000 worth of its products in 
each of two years, 1937 and 1938, it 
failed to make a profit. According 
to the article, the reason for this 
difficulty was the company’s inabil- 
ity to get its products out of dis- 
tributors’ and retailers’ hands. 

“Mr. Waterman,” the article com- 
ments, “feels now that the company 
would have been all right with 
more capital. But without the 
money for advertising and promo- 
tion, the accumulated carry-over of 
two years weighed it down and 
sank it.” 

Honor Brand was taken over by 
Stokely Bros. & Co. in January, 
with Waterman & Co. remaining as 
New York distributor. Fortune 
points out that, as a subsidiary of 
Stokely, it will now have both the 
capital and merchandising experi- 
ence that were so largely respon- 
sible for the growth of Birds Eye. 
The freezing of its products in 
Stokely owned canning plants all 
over the country will also enable 
it to maintain a close check on 
quality. 


Canners May Enter 


On the production side, Fortune 
believes that future trends may in- 
clude freezing in cans as well as in 
the paper style containers now used. 
Both the U. S. Frozen Pack Labora- 
tory at Seattle and major can com- 
panies are interested in this devel- 
opment. An advantage claimed for 
freezing in cans is that dehydration 
could be avoided and that products 
might be packed and frozen with 
greater speed. One disadvantage is 
the difficulty of differentiating be- 
tween cans that hold frozen foods 
and those that contain unfrozen 
products. Another drawback is the 
increased cost. 

As to the total volume possible 
for the frozen foods industry, For- 
tune quotes a Birds Eye estimate of 
one-third of all perishables sold. 
Other guesses, the article says, run 
as high as 50 per cent of the na- 
tion’s estimated yearly bill of 10 
billion dollars for perishables. 

“It seems inevitable that the cost 
of frozen food will go well below 
the average of fresh food prices the 
year round. In some instances, no- 
tably peas, it has done so already, 
but in meats and poultry, the frozen 
food is still more expensive. 

“Since any drop in food prices 
affects everyone, irrespective of in- 
come, the possibility of low cost 
frosted foods means a _ substantial 
increase in national purchasing 
power,” the article comments. 


BIRDS EYE CHIEF TELLS 
OF EXPANSION PLANS 


New York, May 31.—While the 
annual volume of quick-frozen 
foods has increased from 30,000,000 
to about 200,000,000 pounds in the 
last five years, the surface of the 
market has only been scratched, 
according to Edwin T. Gibson, 
president of Frosted Foods Sales 
Corporation. 

Mr. Gibson disclosed that his 
company’s products, Birds Eye 


Frosted Foods, have kept pace with 
the industry’s growth and are now 
distributed through almost 5,000 
dealers, 891 having been added 
since the beginning of the year, 
Birds Eye operates 29 plants today, 
against four less than a decade ago. 

In reviewing his company’s prog- 
ress before the New York chapter 
of American Marketing Association, 
Mr. Gibson revealed that Birds Eye 
plans to extend its marketing activ- 
ities to the Southwest within a few 
months. Although advertising plans 
in connection with this new pro- 
gram have not yet been worked 
out, they will follow the usual 
Birds Eye pattern of concentrating 
in newspapers in the localities 
where distribution has been ob- 
tained, with emphasis on dealer 
promotion through displays, posters 
and direct mail. 


Still Faces Problems 


The industry still faces problems 
which slow up its rate of expan- 
sion, he pointed out. Retailers 
stocking both fresh and quick- 
frozen produce must be educated 
to push the latter on equal terms 
with their openly displayed stock. 
The fear of having rotting vegeta- 
bles on their hands the next day 
and their reluctance to adopt new 
selling habits have thus far worked 
to the disadvantage of frozen foods. 

Mr. Gibson expressed the opinion 
that while frozen foods may expe- 
rience a_ slight promotional loss 
from being concealed in cabinets, 
this is offset by realistic color post- 
ers used in stores and by the mer- 
chandising and advertising activi- 
ties of the retailer himself. Birds 
Eye allows the dealer a_ liberal 
profit, and he is enabled to assist 
in pushing the sale of Birds Eye 
products without cutting too deeply 
into his own earnings. 


Manzer Heads Club 
in Worcester, Mass. 


Harold V. Manzer, advertising 
manager of the Worcester Telegram 
and Gazette, has been elected presi- 
dent of the Advertising Club of 
Worcester, Mass. 

Other officers are Edward C. 
Bower, Worcester County Electric 
Company, first vice-president; 
George H. Spaunburgh, Y.M.C.A,, 
second vice-president; Leslie B. 
Goff, Worcester Morris Plan Com- 
pany, treasurer; Leon H. Lawrence, 
Marie’s Direct Mail, assistant treas- 
urer, and Mary T. Holland, White 
& Bagley Company, secretary. 


Two for Morgan 


Ohio Seamless Tube Company, 
Shelby, O., has appointed The Mor- 
gan Advertising Company, Mans- 
field, O., to handle a business paper 
and direct mail campaign. Buckeye 
Traction Ditcher Company, Find- 
lay, O., has also named Morgan to 
handle the advertising of its Buck- 
eye-Emsco tractor equipment. 


Develops Retail Series 


Alexander Hamilton Institute, 
New York, has developed a series 
of 40 lessons on retail merchandis- 
ing and salesmanship containing 
basic principles involved in store 
management. 


KAUFMANN & FABRY CO 
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HAS NEW DUTIES 


Joseph C. Elliff, who recently resigned 

as Western manager of The Saturday 

Evening Post, will join Stewart-Warner 

Corporation on June 15, in an executive 
sales capacity. 


Federal Court 
Backs Schick in 
Patent Claims 


New York, May 31.—Schick Dry 
Shaver Company scored another 
legal victory here last weekend 
when Judge Henry W. Goddard in 
federal court handed down a de- 
cision upholding Schick’s claim of 
patent infringement against R. H. 
Macy & Co. and Sears, Roebuck & 
Co. in selling Saybrooke and Cham- 
pion electric razors. 

Judge Goddard also ruled that 
the Utility shaver, made by Utility 
Instrument Company, infringed the 
basic Schick patent. This same 
patent is involved in the Schick 
suit against Dictograph Products 
Company, which makes both the 
Packard razor and Roto-Shaver. 

Schick-Dictograph litigation is in 
the courts again now in connection 
with bribery charges against for- 
mer senior judge of the U. S. court 
of appeals Martin T. Manton. A 
lower court decision upheld the va- 
lidity of the Schick patent, but the 
court over which former judge 
Manton presided reversed this ver- 
dict. 

The government charges that 
Manton accepted a bribe from the 
late Archie Andrews, former head 
of Dictograph, in return for a favor- 
able decision when the case came 
up for appeal. Further testimony 
in connection with the alleged bribe 
is expected to be given within the 
next few days. 


Memorial Services 
Held by “N. Y. Sun” 


_The Sun Club of the New York 
Sun held memorial services May 29 
for members taken by death during 
the past year. 

Edwin S. Friendly, business man- 
ager, and G. Selmer Fougner and 
James E. Craig of the editorial 
staff were among those officiating. 


Agency for Osaka Line 
_Osaka Syosen Kaisya Line, New 
Yi rk, has appointed Bowman Deute 
Cummings, Los Angeles, to handle 
its advertising in the United States. 
Ni agate and magazines will be 
user 


as $5,000 per family. 
_ METROPOLITAN STATION 
COSMOPOLITAN AUDIENCE 


Rain of Box Tops 
Features Show 
of Little Kurnels 


Chicago, June 1.—One of the 
most intensive campaigns ever di- 
rected to juveniles is being staged 
in Chicago, to which distribution of 
Little Kurnels is largely limited, by 
Quaker Oats Company through a 
series of Saturday morning shows in 
neighborhood theaters and broad- 
cast over Station WGN. 


Box Top for Admittance 


One Little Kurnels box top admits 
the kids to the Saturday funfest, 
and another entitles them to an 
entry in a weekly contest revolving 


in the State of KFI. 


They will enjoy our hospitality, revel in the thrills of the play- 
ground of the nation, spend liberally for their current needs 
and the impulse buying of the away-from-home purchaser 
and of course listen to their favorite NBC programs over KFI. 


This vast purchasing power plus the normal income of 3,837,400 people 
who constitute the Billion Dollar State of KFI is delivered to you by the 
far-flung power of KFI and the unchallenged popularity of KFI-NBC 


features. 


around a letter of 20 words or less 
in which they tell why they eat 
Little Kurnels. Several thousand 
prizes are given weekly. 


Draw Talent from Children 


The Saturday morning show is 
featured largely by talent drawn 
from the children themselves and 
rehearsed in advance by Ruthrauff 
& Ryan, the agency in charge. Any 
youngster who believes he is ready 
for a public appearance is groomed 
and presented to the enthusiastic 
audience during the hour program. 
One or two acts are drawn from 
professional circles, consisting usu- 
ally of prominent athletes. Augie 
Galan, of the Chicago Cubs, ap- 
peared briefly last Saturday, and 
essayed to tell the boys how they, 
too, might become big league stars. 


Cincinnati Ad Club 
Elects Stanley Ferger 


Stanley A. Ferger, advertising 
manager of the Cincinnati Enquirer, 
has been elected president of the 
Advertisers Club of Cincinnati. 

Clarence Hamilton, advertising 
manager of Globe-Wernicke Com- 
pany, has been named vice-presi- 
dent. Other officers include Al H. 
Apking, advertising manager, The 
E. & J. Swigard Company, secretary, 
and Clifford R. Fox, Fox Sign Com- 
pany, treasurer. 


Set ‘40 Exhibit Dates 


The tenth annual Packaging Ex- 
position and conference, sponsored 
by the American Management As- 
sociation, will be held at the Hotel 
Astor, New York, March 26-29, 
1940. 


The astute advertiser will find in the nine Southern 
California Counties a "ten strike” in advertising results 
during the Summer months, for | ,000,000 SUMMER VISITORS 
will enter Southern California during late. June, July, August 
and September. These visitors will spend $96, 196,329* while 


*Estimate of All Year Club of Southern California. 
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Promotes Trip to Capital 


Eastern Air Lines, New York, is 
running a campaign in New York 
newspapers to attract World’s Fair 
visitors to a one-day air cruise to 
the national capital. “Washington 
is only 80 minutes from _ the 
World’s Fair city” is the theme, and 
copy features 15 round trips a day. 
Direct mail and booklets distributed 
to hotels supplement the drive. 
Federal Advertising Agency han- 
dles the account. 


Plan Tampa Campaign 

A $20,000 advertising campaign to 
bring in new industries and tour- 
ists has been approved by the board 
of the chamber of commerce in 
Tampa, Fla. State and national 
publications, direct mail and out- 


door posters would be used. 
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To Tax Modern Machinery? | 


Ever since the beginning of the,for any sort of remedial legislation | 


depression, machinery has been at-| which, however superficially, at- | 
| 
tacked as a factor in unemploy- | tacks a given. problem, is such that 


ment. The arguments for and it is not always safe to predict the 
against it have been presented over defeat of even such unintelligent 
and over again, and it has been proposals as these. 


The fact that the progress of 
America has been based on the con- 
tinued improvement of production 
equipment, that consumers have 
been able to enjoy more and bet- 
ter things because of reduced costs 
brought about by more efficient in- 
dustry, and that new industries em- 
ploying millions have been created 


clearly demonstrated that in addi- 
tion to multiplying the production 
of wealth thus the 
standard of living for all, the use 
of more efficient production 


and raising 
tools 


has actually made more jobs be- 
cause of the expansion of markets 


and services which it has brought 


about. through modern machinery as com- 
In spite of these recognized and| pared with the thousands whom 
generally accepted facts, legislative | they have displaced—all of these 


attacks on machinery which saves 
labor continue to be made. A joint 
resolution is now before both houses 
of Congress requiring the Treasury 
Department to investigate the pos- 
sibility of taxing “labor-saving and 
labor - displacing” 


considerations 
minds of 
they are 


weigh 
legislators who 
playing up to 
to tax 


little in the 
feel that 
labor by 
proposing labor-saving ma- 
chinery. 

Every right-minded industrialist 
machinery. In| appreciates the necessity of cush- | 
addition bills have been introduced | ioning the labor by ab- 
in the legislatures of Massachusetts, | sorbing as far as possible those dis- 
Maryland and Minnesota with the|placed through the use of more 
same objective of putting a tax on|efficiency machinery. But if every 
machinery which displaces workers, |employer made the maintenance of 
and using the proceeds for relief of | jobs his only consideration, the | 
unemployment. pressure of competition would ulti- 

The Machinery and Allied Prod-| mately destroy all of the jobs in 
ucts Institute, representing the en-|his plant. 
tire industry, is fighting proposed] in an 
legislation of this character, and 
leading industrial publications such 
as The Iron Age have started cam- 
paigns against it. But the ability 
of legislators to get consideration 


shocks to 


The key to employment 
industrial economy is_ in- 
creased use of efficient machinery, 
thus stimulating the capital goods 
industries and taking up the slack 
in the fields where unemployment 
has been most in evidence 


Planning the 1940 Census 


More than 5,000 suggestions have] vertisers. the 
been received by the Bureau of the | American 
Census, we are told, 
with information to be|quest to the director of the Bureau 
ought 1940 census of popu-|of the that certain specific 
lation. This decennial census, provid- | types of information not heretofore 
ing an opportunity to collect a vast 


Four A’s 
Marketing 


were to cooperate 


and the 


Association 


having to do in framing a re- 


types of 


In the Census 


ecorded be included in the tabula- 
tore of facts of great significance | tion. it certain that this request 
to all types of marketer can be} would carry much weight. And it 


made much more useful than here- 
tofore by including data not com- 
piled in previous years 


would be given added consideration 


simplifying the de- 
s to what additional types of 


a means of 


Because of the large number of | information are most likely to serve 
proposed additions to the census|a useful purpose to business 
gram, most of which will have | world 
climinated to keep the work Now not too early to organize 
practicable limits, it seems | ff z tl lin iS prepara- 
) that the leadin ciations | tior r the censu ill have to be 
n dvertisir i} t ( n few months The 
elds ought t ‘ t ‘ 1 ireau tl Department 
on the m } } { Comn ree | wsed to b CO- 
ll means be « cted hen tl | i ive! 
is of 194 ( t 
A 7 


"Is it good, madam? 


_PROOF OF THE PUDDING 


wee e b Fs 
a 


Why, we give three of these signs free with every pound 


purchased!" 


A d -li bbin g 


Wild West Autos 

Reproduced here are a few choice 
used car bargains advertised in the 
classified columns of the Ogden, 
Utah, papers by L. H. Strong Mo- 
tor Company. Leroy Strong starts 
his spicy wild-west column off with 


Here’s a young colt, just 
broke, ‘38 Chevrolet, two- 
door with stove ........ $495 


And a snappy two-year old, 
slicker than paw’s buggy 
when he was a courtin’ maw, 
has furnace and talkin’ ma- 


chine, ’37 Oldsmobile sedan, } | 
new white shoes avec 
A fast pacer, born in 1936, 


answers to name of Dodge, 
out of one of the best shops 
in Detroit, no spavins, curbs 
or splints, 4 entrances prac- 
tically new slide proof shoes, 
A darn good family surrey 
with fireplace and music 
N68 4uWnses Js 005aeewal $585 


If she ain't right, we'll give 
you your money back on this 
3 year old Packard 120 sedan 
with heat and music, has had 
DOUe. GE GORD ccccs iv ices $675 


Good draft mare, christened 
Studebaker, 4 years old, but 
sound as a drum, new shoes, 
has big feed box on tail gate: 
SOUPS TOP GAY ccsavecics $495 


an invitation to “Hiram” to “bring 
in your old nag and let’s do some 
swappin’... some of these will go 
right thru a safety lane a rippin’ 
and a snortin’.””. Which is all very 
interesting, but not so interesting as 
Mr. Strong’s assertion that his un- 
conventional method of describing 
used cars has boosted his advertis- 
ing return from 10 to 20 per cent 


Assorted Surveys 

Fiair, a monthly which circulates | 
on the Massachusetts south shore, 
asked students at Brockton High 
School a lot of questions recently, 
among them their favorite radio 
program. The answers, in order of 
popularity, were Chase & Sanborn, 
Kay Kyser, Lux Radio Theater, In- 
formation Please, Gang Busters, and | 
“920” Club. Says Flair: “More stu- | 
dents voted for hot swing bands 
than any other single type of radio 
entertainment.” Which does, or does 


not, fit in with our latest advices 
from Hollywood, quoting W. B 
Lewis, CBS vice-president in chargs 
of programs, as saying that “sweet” 


| are, 


| American 


music is rapidly replacing swing, 
and that melody rather’ than 
rhythm will be stressed in the fu- 
ture. 

But to get back to Flair. Ques- 
tionnairing readers seems to be a 
favorite pastime with the editor, 
and the June issue also contains re- 
sults of a survey on chain stores, 
made among consumers in 20 cities 
and towns where the magazine cir- 
culates. Summary: 

Approximately two-thirds 
chain stores are all 
and would resent punitive 
taxes directed against them. The 
same proportion feels that inde- 
pendent grocers do not suffer un- 
fair competition from chains, but 
that on the contrary chains have 
helped independents by teaching 
them better merchandising methods. 
Sixty per cent of the respondents 
buy all or part of their food from 
chain stores. 


think 
right as they 


Jottings 


PM, not-at-all-spicy-story-book 


for production managers, has had 
its latest issue barred from the 


mails because it included an illus- 
trated catalog of a recent exhibition 


of nudes by the Society of Illustra- | 


tors. Evidently PM considers this 
as not too bad a blow, since our 
information about the ban comes 
from a news release cheerfully sent 
out by the mag’s publicitor .. . 

The “Jacksonville Sun - News” 
came into being the other day, the 
brain-child of the makers of King 
Edward cigars and Associated Ad- 
vertising Agency. It’s a 12-page, 
standard size newspaper, telling the 
story of the growth of Jno. H 
Swisher & Son, Inc., maker of the 
cigars, and it went to approximately 
50,000 jobbers, jobbers’ salesmen 
and dealers throughout the coun- 
try 

Toledo Associates, a group of 21 
Toledo industries which has been 
formed to publicize the operation 
of the new Toledo plan and the 
“rebirth” of the city, has just re- 
leased an attractive volume _ in 
which Forrest Davis tells the whole 
story It's called “300,000 Guinea 
Pigs.” 


t seems that John D. Rockefeller 


has been editing one of Sam Harris’ | 


painted boards advertising “The 

Way,” at the Center 
theater. The board called attention 
to the theater’s Rockefeller Center 


| location, but misspelled Rockefeller, 


resulting in a personal communica- 
tion from the head of the house to 
the impresario 


June 5, 1939 


Information 
| for 
Advertisers 


The following documents may b 
secured without charge from com- 
| panies sponsoring them, or through 
| ADVERTISING AGE, by any nationa! 
advertiser or advertising agency, 
executive writing on his business 
letterhead. 
No. 1504. What 
Slidefilm? 
This small booklet is the newest 
in a series issued by Atlas Educa- 
tional Film Company. It contains 
some helpful pointers toward the 
| production of interesting, entertain- 
ing, instructive slidefilms. 


No. 1499. Selected and Guaranteed 
Consumer Audiences. 

| This bulletin, issued by the Mo- 
‘tion Picture Bureau of the Y. M 
|C. A., outlines the features of th: 
| Bureau’s film distribution service 
It offers a partial list of sponsors 
‘and an analysis of the Bureau's 
/sound film exhibitors by states. 


Puts Life in a 


1500. Advertising Specialties 
that Build Sales. 

More than 350 illustrations of 
tested advertising specialties and 
|premiums are offered in this cata- 
log, issued by L. F. Grammes & 
Sons, Allentown, Pa. Desk items, 
calendars, medallions, rulers, ash 
trays and blotters are among the 
| subjects illustrated. 


| No. 
| 


No. 1501. Fleet Owner Surveys. 


A regular feature of Fleet Own- 
|er’s service to advertising agencies 
and manufacturers is a monthly 
summary of the experiences of fleet 
operators, each month’s survey cov- 
ering a different subject. The three 
most recent summaries deal with 
engine thermostats, timing gears 
and timing chains, and body hard- 
ware. 


| No. 1502. 

tailing. 
How retailers can tell the story 
|of their business through institu- 
|tional advertising is told in a series 
of four articles issued by Advertis- 
ing Almanac Services. The series 
includes specific examples of depart- 
ment store advertising of a public 
relations nature. 


Public Relations for Re- 


No. 1498. A Consumer Brand Pref- 
erence Survey. 

This analysis, compiled by the II- 
linois State Journal, covers present 
| usage and brand preference on 
| cereals, bleaches, soaps, water soft- 
| eners, scouring powders and fabric 
| dyes among city, small town and 
|farm families in the Springfield 
market area. In many instances, 
the study shows, buying preferences 
| of families in the small towns and 
|on the farms are identical with 
those of the city area. 


No. 1483. Liquor Survey of Omaha, 
Nebraska. 


The Omaha World-Herald has is- 
sued this study, which tabulates 
percentage of distribution by brands 
jamong the 133 Omaha liquor deal- 
ers covered in the survey, and 
shows the rank of sale of the many 
brands of whiskies and gins. 


No. 1478. Yearbook, 1939. 


Several sections compose this 
new brochure issued by the Los 
Angeles Times. Opening pages are 
devoted to Southern California’s 
industry and commerce, and the 
other sections deal with the cover- 
age of the market by Los Angeles 
papers, comparative linage figures 
in various classifications, and the 
features and services of the Times. 


No. 1464. A Private Audition. 


Radio Station WMC, Memphis, 
has issued this new study of the 
Memphis trading area, giving tabu- 
lations of population, radio homes, 
spendable incomes and other market 
data, by counties, for the station's 
day and night coverage. Fact 
about WMC’s facilities, programs, 
and merchandising helps are cov- 
}ered in detail. 
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| Your message » delivered to over 
2,400,000 
actively buying families 


| AT A 
) PAGE COST 
OF ONLY 


$155 


PER THOUSAND 


(less than 1/6c per page per family) 


| 


i 
: 


This is the unique “buy” which 


Farm Journal and Farmer’s 


Wife offers you at a special 
interim rate of $3750 per 
page (8.80 a line) for the bal- 
ance of 1939. It is your 


outstanding advertising op- 
portunity in a market which 
today spends billions for ad- 


vertised goods. 


J OURNAL ™ 


ver- FULL FAMILY READERSHIP THROUGH 
ures TWO COVERS 


| TWO CONTENTS Graham Patterson, Publisher 
the Washington Square, Philadelphia 


~ | “THE LARGEST RURAL MAGAZINE IN HISTORY’ 
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Railroads Act 
fo Provide Autos 
for Passengers 


Chicago, June 1—In an ambitious 
effort to win back the patronage of 
salesmen and others to whom an 
automobile is a necessity after they 
have reached their operating bases, 
leading Western railroads will begin 
the rental of cars Jan. 1, 1940. The 
plan will be launched in coopera- 
tion with the Railroad Extension 
Service, Inc., of Lincoln, Neb., 
headed by E. M. O’Shea. 

While this organization is well 
financed and will have the responsi- 
bility of providing cars in every 
market of 10,000 and up, Hugh Sid- 
dall, chairman of the Western As- 
sociation of Railway Executives, in- 
dicated that the roads themselves 
will be the principals in promotion 
of the idea. Virtually every me- 
dium will be drafted into service 
for a month before the plan is put 
into service to acquaint the travel- 
ing public with the virtues of the 
new service. 

Among Western roads which have 
adopted the innovation are the 


Burlington, Chicago & Eastern Ili- 


nois, Missouri-Kansas-Texas, Mis- 
souri Pacific, and Union Pa- 
cific. Said to have had its genesis 


in the East, where the New Haven 
tested it successfully, the new con- 
cept is expected to spread to other 
parts of the country, notably winter 
vacation sectors, to which many 
travelers drive merely because they 
feel lost without a car after reach- 
ing their destinations. 


How Plan Works 


The plan is notable for its sim- 
plicity. If a salesman leaving Chi- 
cago for Omaha, for instance, de- 
sires a car upon his arrival in the 
Nebraska metropolis, he will notify 
the ticket salesman when purchas- 
ing his accommodations. The ticket 
office wires Omaha, and the car is 
reserved and is made immediately 
available upon the user’s arrival. 
An alternative would be to have 
enough cars on hand at Omaha to 
serve the number of users likely to 
require them. The credit card sys- 
tem will ultimately be adopted to 
simplify financing by the salesmen- 
drivers. 

Charges for use of the automo- 
biles will be reasonable. For a 12- 
hour day, eight cents a mile will be 
charged, with a minimum of 75 
miles being stipulated. This charge 
will include not only gasoline and 


Z 


stores. 


oil, but insurance, including public 
liability and property damage. Thus 
for a minimum of $6 a day, a sales- 
man will be able to cover his terri- 
tory intensively, conserving his en- 
ergy during the long ride to his 
field base by utilizing railroad fa- 
cilities. 


Alfa Moves 


Alfa Displays, New York, has 


moved to 95 Madison avenue. 
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” There is one of the most responsive 
markets in the United States” 


Aud An Outstanding Newspaper Covers it 


FITTING ACCOMPANIMENT 


John F. Trommer, Inc., Brooklyn brewer, features companion food items such as 
crackers, cheese, and cold meats for counter display in delicatessen and grocery 
J. B. Milgram, advertising manager, has designed a series of five cards, 
each depicting a different food character. 


Sy, 


tT widespread influence of 

The Globe-Democrat, St. 
Louis’ oldest newspaper, has de- 
veloped one of the famous mar- 
kets of the nation. This great 
commercial commonwealth is 
known throughout the world as 
THE 49TH STATE — a compact 
trade area served by its metro- 
polis, St. Louis, and by St. Louis’ 
only morning newspaper. 

Daily and Sunday The Globe- 
Democrat carries the news of 
events and the advertisements of 
merchandise to the alert, pro- 
gressive, able-to-buy families — 
not only in the city, but through- 
out this 49th State market. No 
other advertising medium even 


The Newspaper of The 49th State 


Nig (5 ole-aue 


claims to duplicate this remark- 
able coverage. 

Sales plans and sales zones for 
St. Louis embrace this LARGER 
market. Sales quotas are logically 
based upon the potentialities of 
The 49th State. And the superior 
shipping facilities and warehous- 
ing facilities of St. Louis make 
prompt service to this entire 
area, within a radius of 150 miles, 
a simple and economical matter. 

Advertising in The Globe- 
Democrat is building sales and 
increasing sales volume through- 
out The 49th State. This is the 
newspaper of the entire market 
—the newspaper which has 
served this district for gener- 


a es 
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Hotpoint Range, 
Water Heater Get 
Special Campaign 


Chicago, June 1.—Edison General 
Electric Appliance Company today 
disclosed plans for a special sum- 
mer campaign on its Hotpoint elec- 
tric ranges and water heaters that 
will be supported by national copy 
in four magazines, plus direct mail, 
newspaper and other dealer adver- 
tising. 

Full color pages, emphasizing the 
economy, convenience and safety of 
the Hotpoint range, are scheduled 
for the June issues of Better Homes 
and Gardens, Good Housekeeping, 
McCall’s and the June 10 issue of 
The Saturday Evening Post. 

Salesmen are also expected to 
capitalize upon the summertime ap- 
peal of special premiums, includ- 
ing picnic equipment, refrigerator 
dishes and a measuring cup. Maxon, 
Inc., is the agency in charge. 


Germer with Outdoor 

Albert E. Germer, Jr., has been 
appointed head of the newly formed 
public relations department of Out- 
door Advertising Association of 
America, Chicago. He was formerly 
with Carl Byoir & Associates. 


F993 recipes from six 
Swmintt{e spots? Where? 


That is food response 


June 5, 1939 


Color Harmony 
Kroehler Reliance 
in Fall Campaign 


Chicago, June 1.—Making every 
Kroehler dealer an expert on color 
affinity, a new color harmonizing 
service will be introduced by the 
Kroehler Mfg. Company, Naperville, 
Ill., at the opening of the summer 
home furnishings show at the 
American Furniture Mart here next 
Monday. The same aid to hou 
wives will be the subject of the 
largest fall magazine campaign in 
the company’s history. 

“The high spot of the new serv- 
ice,’ said L. W. Keller, advertising 
manager, “will be a series of seven 
novel Kroehler furniture settings in 
basic color schemes. Each is so de- 
signed that the consumer gets the 
impression of a complete living 
room, and easily visualizes how a 
modern Kroehler living room suite 
and occasional furniture will look 
in her home. Each advertisement 
in our fall campaign will discuss the 
problem of achieving proper color 
harmony and meet it with suggested 
interior groupings of Kroehler liv- 
ing room suites and _ occasional 
pieces.” 

Henri, Hurst & McDonald, Chi- 
cago, is the Kroehler agency. 


Vancouver Selected 


Pacific Northwest Circulation 
Managers’ Association will hold its 
1940 convention in May in Van- 
couver, B. C. John Verschueren, 
Astorian-Budget, Astoria, Ore., has 
been named president, and A. J. 
Hilliker, Herald, Calgary, Alta., 
vice-president. 


Joins Trowbridge 

Don Greenlief has joined Trow- 
bridge Outdoor Advertising Corpo- 
ration, Newark, N. J., as sales man- 
ager. 


Smith Joins Dowd 


Raymond Smith has joined John 
C. Dowd, Boston agency, as account 
executive. He was formerly with 
the Boston Evening Transcript. 


WMT 


of course! 


Between January 10 and 21, six 5-minute spots 
promoting a recipe contest (for a women’s pub- 
lication, mind you) produced 4455 replies from 


WMT listeners. 


where it counts. 


WMT's 600 kilocycle frequency puts a strong 


signal into more than 69,000 square miles of 


* And, 
can buy WMT in com- 
with WNAX 
and KSO or KRNT at 


of course, you 


picture. 


bination 


tion is 3, 


the richest part of the midwest. 


Cedar Rapids and Waterloo are only part of the 


WMT's daytime primary area popula- 


151,.776-—747.569 radio homes. Retail 


business is greater than $800,000,000. 


an exceptionally lou You can buy a quarter hour on WMT for a: 
rate. little as 3 cents per thousand radio families. 
To produce sales at minimum cost in most of 
lowa, Western Illinois. Southern Minnesota. 


Southwestern Wisconsin 


it's WMT, of course. 


Cedar Rapids-Waterloo + 600 Kilocycles 
NBC Blue - 
Represented by THE KATZ AGENCY 


MBS + 5000 Watts L.S. + 1000 Watts Night 


69,000 Square Miles of the RICHEST PART of the MIDWEST 
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Associated Press 
Offers News for 
Radio Sponsorship 


Member Papers Au- 
thorized to Conduct 
Local Negotiations 


New York, June 1.—Radio and 
advertising circles observed with 
interest this week the reaction to 
the decision of the Associated Press 
to make its news available for com- 
mercially sponsored broadcasts. The 
step was taken last week when the 
executive committee of AP’s board 
of directors yielded to the pressure 
of its radio-minded members and 
adopted a favorable resolution, thus 
ending a long controversy. 

While most of the support for the 
measure came from newspapers 
owning radio stations, which have 
been compelled in the past to buy 
news for broadcasting from other 
agencies, some papers with no radio 
outlet of their own were enthusias- 
tic about it. 


Special Fee Arranged 


The resolution provides that 
member papers selling news for 
sponsored programs pay a_ fee 
amounting to 25 per cent of their 
basic assessment as AP members. In 
cases where the news is used for a 
sustaining program, the surcharge 
is only five per cent. One impor- 
tant rule accompanying the new 
policy is that the source of the news 
is not to be disclosed on commercial 
programs, but on sustaining broad- 
casts the AP credit line is manda- 
tory. 

Unlike the practice followed by 
other news gathering services, Uun- 
der the new regulations AP itself 
will not sell the news, but will leave 
this entirely to the discretion of in- 
dividual members. Papers can make 
their own terms with sponsors and 
radio stations, but among the re- 
strictions imposed is the sttpulation 
that members may sell only to their 
local stations. 

In cases where two or more mem- 
bers in one locality sell news for 
sponsored programs, the resolution 


provides that these papers may 
share the special assessment. An- 
other condition imposed is that 


members enter into contracts that 
can be terminated on three months’ 
notice. 


News Control Assured 


One important phase of the new 
AP policy is that control of the 
sponsored news broadcast remains 
at all times with the member-paper. 
No other news source may be used 
on the program and the newspaper 
reserves the right to edit the script 
before it goes on the air. 

AP’s latest move is the culmina- 
tion of a series of steps that have 


COLLINS. 
MILLER & 
HUTCHINGS 


INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


helped bridge the gap between it 
and radio. For some time members 
have been permitted to air sustain- 
ing programs as a “public service,” 
upon payment of a special assess- 
ment. 

While it is still too early to judge 
the effect of the new move, spokes- 
men for AP reported this week that 
member papers are busy lining up 
prospective sponsors. ; 


Lamb Agency Bows 

Walter E. Bunnell has retired as 
president of W. H. H. Hull & Co., 
New York, and offices and personnel 
have been taken over by Dorothy 
Lamb under the name of Lamb 
Advertising Agency. Miss Lamb has 
been with the Hull agency for four 
and one-half years. 


Drive for Milano Pipe 

William Demuth & Co., New York, 
has begun a newspaper campaign 
in ten cities for Milano Hesson 
Guard pipe. Magazines will also be 
used. Grey Advertising Agency, 
New York, is the agency. 


Public Relations 
Analyzed at 
McGraw-Hill Meet 


Philadelphia, June 1.—Public re- 
lations is a sincere expression of a 
business personality, Horace P. Liv- 
ersidge, president of the Phila- 
delphia Electric Company, said here 
today in sounding the keynote of 
the fourth annual McGraw-Hill 
public relations forum. James H. 
McGraw, Jr., president of McGraw- 
Hill Publishing Company, and T. G. 
Graham, vice-president of the B. F. 
Goodrich Company, were others 
who undertook to define public re- 
lations in terms applicable to all in- 
dustry. Seventy-five leading exec- 
utives attended. ' 


Business Head Responsible 


Mr. Liversidge said that public 
relations policies succeed in the ex- 
act degree to which the head of the 


business is responsible for and in- 


spires the acts and procedures that 
determine public attitudes. 

“If we conceive of public rela- 
tions as some fancy service to be 
rendered when we are in trouble 
and forgotten when all is going 
well,” he said, “we are merely in- 
dulging in a limping imitation of 
the real thing. 

“The head of a business must be- 
lieve that public relations are 
worth the best brains his business 
can give them. He must be eter- 
nally vigilant in transmitting that 
attitude to the whole personnel of 
his organization from top to bottom. 
The public relations department 
should be the largest in any com- 
pany because everyone on the pay- 
roll belongs to it. 

“Good public relations must be 
earned. It is what we do that 
counts, not what we say.” 


Joins Hugo Scheibner 


Elizabeth Golden has been ap- 
pointed account executive of Hugo 
Scheibner, Los Angeles agency. 


Nebraska Plans 
National Drive 


The Nebraska legislature has ad- 
vanced to third reading a plan to 
advertise the state nationally with 
a budget of $50,000. The state’s 
products, industrial advantages and 
attractions for tourists will be pro- 
moted. Funds will come from sur- 
plus oil inspection fees collected by 
the state. The appropriation will 
be limited to the next two years. 


Worthington Elects Two 


Clarence E. Searle, vice-president 
in charge of sales, and Hobart C. 
Ramsey, vice-president in general 
administrative charge of operations, 
have been elected to the board of 
directors of Worthington Pump & 
Machinery Corporation, Harrison, 
N. J. 


Postal Names Biow 


Postal Telegraph-Cable Company, 
New York, has appointed Biow 
Company, New York, to handle its 
account. 


Who 


are the clients of LORD & THOMAS 


...and how long 


have they been clients? 


QUESTION No.1. How many advertisers have retained Lord & Thomas continuously for 


a period of 10 to 30 years? 


Even our own employees were amazed at the answer. What’s your guess? 


|_| 


Answer here 


QUESTION No. 2. How many Lord & Thomas clients placed their accounts with this 


agency during the uncertain and difficult years of the depression? 


Advertising had to be great to sell goods in those days. How many 


picked us to win? 


QUESTION No. 3. How many Lord & Thomas clients placed their accounts with us 


during the past vear? 


Its the new account that tests the mettle 


Bet vou’re way off on this one. 


Youll kind the 


and virility of 


inswers on THE NEXT PAGE 


an agency. 
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‘Sellebration’ to 
Mark Ritter’s 
85th Anniversary 


Bridgeton, N. J., June 1.—The P. 
J. Ritter Company will celebrate 
its 85th year in the food packing 


business next month with a special 
campaign calling for increased use 
of newspapers and radio. 

Full page ‘“Sellebration” copy 
will appear in Baltimore, Washing- 
ton and Philadelphia newspapers 
for the complete Ritter line of nine 
products. These include catsup, to- 
basco catsup, beans, lima beans, to- 
mato juice, spaghetti, soups and 
asparagus. Distribution is through 
jobbers in states east of the Mis- 
sissippi. 

Ritter started advertising 35 years 
ago and since then has steadily in- 
creased its appropriation to a cur- 
rent $50,000 yearly. This sum is 
divided in three equal parts for 
newspaper, radio and all other ad- 
vertising. Sales contests, deals, pre- 


miums and other stimulants come 
under the last classification. 
The company has also been suc- 


“Ritter 
mentioned in 
5. This plan 


cessful in developing the 
Agricultural Plan,” 
ADVERTISING AGE Dec. 
involves collaboration among the 
company, the farmer and other ag- 
ricultural experts toward produc- 
tion of high quality crops. 
The Clements Company, 
delphia, is the Ritter 


Phila- 
agency. 


Broughton Adds Account 

The Insurance Company of the 
State of Pennsylvania, Philadelphia, 
has appointed Averell Broughton 
Advertising Agency, New York, to 
direct its account. Insurance and 
financial publications are being 
used. 


Walden to Jasper, Lynch 
Walden Research Laboratories, 
New York, manufacturer of RFD 
developer for photographic nega- 
tives, has appointed Jasper, Lynch 
& Fishel, New York, to handle its 


Saraka Reveals 
Harem Secrets 
at New York Fair 


New York, May 31.—People who 
have never seen the inside of a 
harem have that opportunity in the 
Hall of Pharmacy at the New York 
World’s Fair, thanks to the Scher- 
ing Corporation which has incor- 
porated seraglio details into an ani- 
mated technicolor cartoon. The ac- 
tion, which tells a humorous adver- 
tising story for Saraka, revolves 
around Sultan Inbad the Ailer, his 
mortal enemy, Abkar the Awful, 
and a tradename hero who makes 
everything right in the end. 

Another film, showing modern 
and ‘historic sporting events, is part 
of the display. Neon spirals, glass 
globules that appear to grow in size 
and finally bubble away into noth- 
ingness, and polarized light bring 
cut primary educational feaures of 
the exhibit, which was designed by 


account. 


Donald Deskey. 


“Country Life’ Sold; to 
Merge with “Horseman” 


Country Life, New York, pub- 
lished continuously for °?8 years, has 
been sold to a syndicate headed by 
Peter Vischer, editor and publisher 
of Horse & Horseman, and will be 
merged with the magazine begin- 
ning with the July issue. 

Mr. Vischer, who is also a direc- 
tor of The New Yorker, negotiated 
the sale with W. H. Eaton, presi- 
dent of Country Life-American 
Home Corporation, and Henry L. 
Jones, advertising director of both 
Country Life and American Home. 


Joins Katz Agency 

Elizabeth Black, formerly radio 
time buyer for Ruthrauff & Ryan, 
New York, has joined the New 
York office of Joseph Katz Com- 
pany, Baltimore. 


Celomat Names Walters 

Celomat Company, New York, 
maker of Celomat table mats and 
Celotags, has named Walters Ad- 
vertising Associates, New York, to 
direct its account. 
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ANNIVERSARY COPY 


Sie New Dre arene f 


For several years we've been working ee 


Se 4 experts ond formers to whom we supply p! 
~~ fect o new kind of Fa Sn 
S Agricultural Plan is now bearing fruit, so thot ths yeors 
crop of Ritter Tometoes ore these new de lune tomatoe: 
Thet's why this yeoor's Ritter Foods ore better thon eve 

* 4 SITTER COMPANY 


TINCTIVE ‘Foops 


ots 


Ee ver Taste 


TABASCO 


J 
CATSLP? 


It's marvelous—but 
t there’s only one and it’s— 


These == 


are the clients of LORD & LHOMAS 


Answers to Questions on Page 15 | 


Cotswp Just o touch of t gives the Coteup the most tantalizing neon Not ‘oo 
' | 


hot — just spicy enough. Cotsup mokes all foods taste berer, but Tobesco 
Cotsup mokes them taste best. Try it! You'll relish it! 


Give your family @ glorious chenge from plain beans Now 
you con buy Ritter Oven-Boked Lima Beans in cans. Dont con 


fuse them with ordinary conned boiled limos. Ritter Limos ore 


boked—hove o rich nutlike flavor and @ rich sauce. Different! 
Oiferent! Different! Ask your grocer 


| New Crop Juice 


FROM OUR NEW DE LUXE 


- TOMATOES 


Never before svc 


from the new de lune Tomotoes grown by th 


» Tometo jvice, becouse (1 prened 


ADVERTISER with L & T since ADVERTISER with L & T since 
ANSWER No. 1 1. California Fruit Growers Exchange (Sunkist) 1907 13. American President Lines 1924 
26 Clients have retained Lord & 2. Sun-Maid Raisin Growers Ass'n . . 1914 (Formerly Dollar Steamship Co. 
a a Z (except 1923 to 1928) 14. Kimberly-Clark Corp. 1926 
Thomas continuously fora period 3. Pepsodent Co. 1916 15. Calavo Growers of California 1926 
of 10 to 30 years. 1. New York Ce ar Syste m 1920 16. Anaconda Copper Mining Co. . . . 1927 
5. Radio Corporation of America 1920 17. Anaconda Wire & Cable Co. , 1927 | P. J. Ritter Company is marking its 85th 
6. American Brass Co. 1921 18. Cities Service Co. a 1927 | anniversary with additional newspaper 
7. All-Year Club of Southern California 1921 19. Californians, Ine. 1928 copy in Eastern states. 
8. Southern Pacific Lines 1922 20. National Broadcasting Company 1928 | — ; _ m 
9, Union Oil Company of California 1923 21. Montgomery Ward & Company 1928 s 
10. Jell-Well Dessert Co. 1923 22. Tide Water Associated Oil Co., Associated Advertisers and 
(except 1933 to 1935) Division 1928 : S 
11. American Tobacco Company 1923 23, M.J.B. Co. (M.J. B. ( coffee 7 Tree Tea 1928 Agencies to tudy 
(Lucky Strike Cigarettes) 24. RCA Manufacturing Co., Inc. . 1929 O 
12. International Cellucotton Products Co. 1923 25. R.C.A. Communications, Ine. 1929 utdoor Problems 
(Kotex-Kleenex ) 26. RKO Radio Pictures, Ine. 1929 


New York, May 31.—A presenta- 
tion of the viewpoint of national ad- 
vertisers and agencies on the out- 
door advertising industry is slated 
to be one of the headline attractions 


ADVERTISER with L & T since ADVERTISER with L& Tsince | of the 48th annual convention of the 


ANSWER No. 2 


1. Rainier Brewing Company, Ine. 1930 14. Armour Soap Works 1934 | Outdoor Advertising Association of 
25 Clients placed their accounts 2. Del Monte Properties Co. 1930 15. Bourjois, Ine. 1934 | America to be held here June 12-16. 
with Lord & Thomas during the 3. \dobr Milk Farms ! 1931 16. Chanel, Ine. 1934 | The session devoted to this sub- 
ad ian , ‘ . Beatrice Creamery Company 1931 17. Barbara Gould, Ine. 1934 | ject will be held on the afternoon 
y difficult — of depression. 5. First National Bank of Chicago 1931 18. Deleo-Frigidaire Conditioning Division, of June ‘AS. An imposing list of 
6. Western United Gas and Electric Company 1933 General Motors Sales Corporation 1935 speakers is now being arranged, and 
7. RKO Theatres 1933 19. Lindsay Ripe Olive Company 1935 will include representatives from 
8. Schenley Distillers Corporation 1933 20. Frigidaire Division, General Motors Sales both advertisers and ee ae 
9. Commercial National Bank and Trust Corporation 1935 one wee 26 Cane “auger — 
Company 1933 21. MeGraw-Hill Publishing Company, Ine. 1936 pica Pog the subject by a 
10. Peoples Gas Light and Coke Co. 1933 22. Purex Corporation 1936 amy De Sa te ter area 
“ asec = oP at of Northern Hlinois 1933 ~ —_ gsr Ine. . 1936 io of ‘the hai ~Aesnt ch 
2. Commonwealth Edison Company 1933 24. Pacific Mutual Life Insurance Co. 1937 | Foundation. will be among those 
13. Armour and Company 1934 25. Commercial Investment Trust Corp. 1937 | speaking at this session. 
7 a Opening day will be devoted en- 
hy. ne _ | tirely to golf, with the annual con- 
ane vention to be held at Winged Foot 
-_ in Mamaroneck. Headquarters for 
‘4 ANSWER No. 3 =a ERD erties’ a with L& Tsince | the rest of the convention will be at 
. 1. California Walnut Growers Association 1938 7. American Tobacco Company ( Roi-TanCigars)1938 | the Hotel Pennsylvania in New 
13 Clients placed their accounts radio only) 8. Safeway Stores, Inc. (Su-Purb Soap 1938 | York. 
with Lord & Thomas during the 2. Kelling Nut Co. - 1938 gy, Nationa Biseuit Co. (““Cubs” cereal 1938 
. ‘ » » . . ‘ 4 . . ‘ : ° 
past year. " Sane, Bre weric s, Ine. , j oe 10. Pabst Sales Company ; 1938 Launch Campaign for 
. 4. Milk Industry of San Francisco 1938 It. Walter Wanger Productions 1938 Indiana Tomatoes 
5. The Owl Drug Company 1938 12. California Prune Industry 1938 : , 
6. Lockheed Aircraft Corporation 1938 13. Security-First National Bank of Los Angeles 1939 The Indiana Canners Association, 
, Indianapolis, has launched a 10- 
week cooperative campaign [or 


canned Indiana tomatoes. 

Copy is appearing in the Indian- 
apolis News. A full page in color 
was used to start the drive. 


Gets Control of WGAN 


Federal Communications Com- 
mission has authorized Gannett 
Publishing, Inc., to acquire control 
of the Portland Broadcasting Sys- 
tem, licensee of WGAN, Portland, 
Me. 


Note Lhe IS{S above do rial inte ule mary other elivents,. 


Imerican and foreign, served by our Canadian and kuropean offices 


LORD & THOMAS ‘Advertising 


NEW YORK + CHICAGO «+ LOS ANGELES - SAN FRANCISCO + HOLLYWOOD « DAYTON + TORONTO + MONTREAL « PARIS - LONDON 
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ANPA Releases 
‘Blue Book’ of 
Success Stories 


Objectives and Results 
of 58 Campaigns Pre- 
sented by Bureau 


New York, June 2.—Many facts 

it hitherto made public are re- 
ealed in “The Blue Book,” issued 
today by the Bureau of Advertising, 
Smerican Newspaper Publishers 
\ssociation, and to be an annual 
eature of the activities of that or- 
anization. The volume is _ pre- 
ented as a collation of “case his- 
tories of some of the noteworthy 
advertising successes of 1938.” 
While most of the campaigns actu- 
ally appeared in that year, a few 
date farther back. Fifty-eight cam- 
paigns are covered, one page being 
devoted to copy and one to a brief 
analysis in each instance. Agencies 
represented number 43. In each 
case the advertiser devoted a sub- 
stantial part of his appropriation to 
newspapers. 

The movie quiz contest of 1938 
pulled 2,500,000 entries, believed to 
be the highest in contest history by 
about 500,000, according to “The 
Blue Book.” Despite the fact that 
box office receipts of motion picture 
theaters increased from 20 to 25 per 
cent during the first four weeks of 
the campaign, Howard Dietz, chair- 
man of the advertising committee, 
is reported as feeling that “the in- 
tangibles accomplished were as im- 
portant as the tangibles.” Dona- 
hue & Coe handled the campaign. 


Buick Sales Rise 


How Buick increased its ranking 
from seventh to fourth place in 
1938, being outsold only by the 
three low price cars, is another story 
told by the Bureau of Advertising. 
Sales for the industry for 1938 de- 
clined 50 per cent, while Buick held 
its loss to 17 per cent. About 70 
per cent of the appropriation went 
in newspapers. Arthur Kudner, 
Inc., is the agency. 

Another interesting case history 

the automotive field comes from 
Hudson, whose 193-line blind ad in 
2U9 newspapers in 125 cities, “A 
New Car Is Coming in the Lowest 
Price Field,’ pulled 21,418 replies 
within 72 hours. The majority came 
from individuals, but 3,125 dealers 
outside of the Hudson organization 
responded. Brooke, Smith & French 
handled the three insertions on suc- 
cessive days. 

Discussing promotion of the All- 
Year Club of Southern California, 
Lord & Thomas revealed that the 
club has been able to trace a return 
of $55 in tourist expenditures for 
every dollar spent in advertising. 

The book describes a campaign by 
Tide Water Associated Oil Company 
designed to promote highway safety 
as well as sales. It did both by re- 
quiring entrants in a $50,000 safety 

ntest to obtain no less than eight 


ety pamphlets from Tydol deal- | 
Lennen & 


ers at various intervals. 
Mitchell handled the campaign. 

In June, when business in gen- 
eral was still running behind 1937,” 
the report said, ““Tydol sales began 
limbing. By the end of June, Ty- 
dol sales were well ahead of the 
same month in 1937, while the in- 

S'ry was still off 2.5 per cent.” 

lany other fascinating result 

ies are related in the _ book, 

h covers use of small as well as 
‘arge space, and obscure as well as 
‘amous advertisers. 


Distributors to Meet 


_ The Trade Association of Adver- 
g Distributors will hold its an- 
convention July 17-19 at the 
Senjamin Franklin Hotel, Phila- 


q€iphia. 


lssues “Dial Tones” 


Dial Tones,” monthly house or- 
-“n, has been started by KSO- 
“NT, Des Moines, Io. Wayne 

h, sales promotion manager, is 
arge. 


“Hidden Value’ 
Wire Campaign 
Is Resumed 


(Picture on Page 31) 


Cleveland, June 1.—Resuming the 
exploitation of “hidden 
which caused a pronounced jump in 
the demand for Premier spring wire 
by bedding and furniture manufac- 
turers a few years ago, American 
Steel & Wire Company this week 
used bleed color pages in The Sat- 


value” | 


ADVERTISING AGE 


;} them how to turn it to their own 
'advantage. The advertising, com- 
ing on the eve of the national sum- 
| mer furniture show in Chicago, also 
| attracted wide attention from man- 
'ufacturers of mattresses, bed springs 
land seats. 


A Depression Baby 


The original campaign for Pre- 
mier spring wire was born during 
the depression, when Wilmer H. 
Cordes, advertising manager of the 
American Steel & Wire Company, 
saw possibilities for maintaining the 


urday Evening Post and Time to| identity of his company’s wire in 


apprise readers that “The Softest 
Thing You Can Sleep on Is Steel.” 

The new copy was merchandised 
to retailers throughout the country 


| Research 


| the finished bed or seat by means of 
'a colorful tag which would add 
prestige to the completed product. 
confirmed Mr. Cordes’ 


in a four-page folder which told | 
| cials of the United States Steel Cor- 


opinion of the potentialities. Offi- 


poration, of which the wire com- 
pany is a subsidiary, described the 


| campaign in a special bulletin to 
|advertising and sales departments, 


in the hope that an equally brilliant 


|idea might emerge from the subse- 


quent huddles. 


Publish Addresses of 
Retailers’ Institute 


Proceedings of the second Retail- 
ers’ Institute, held at the University 
of Washington, Seattle, April 13, 
have been issued in booklet form. 

This booklet is available at 50 
cents per copy from Dr. Henry A. 
Burd, 110 Education Hall, Univer- 
sity of Washington. 


National Advertisers 
Aid “Hotel Week” 


The American Hotel Association 
has announced that more than 135 
national advertisers will cooperate 
in promotion for National Hotel 
Week, June 11-17. 

The association’s plans for an in- 
dustry campaign have been post- 
poned, awaiting the outcome of the 
promotion for the ‘‘week.”’ 


Pearson Names Davis 


H. G. Davis will discontinue his 
management and merchandising 
counsel service for retail furniture 
stores in Chicago to become general 
manager of Pearson Company, In- 
dianapolis. He was formerly adver- 
tising manager of Kroehler Mfg. 
Company. 


“You know, we old folks 


forget to enjoy ourselves” 


“J FROM A LETTER TO THE CLEVELAND PRESS Je 


\ 


» 


‘ 
“A 


The Golden Wedding Party is a Cleveland 
Press Institution. It is held every October. 
The average attendance is about six hun- 
dred. The large ballroom of a leading hotel 
is especially decorated for the event. Promi- 
nent actors and entertainers contribute 
their services. There are snappers and funny 
paper caps and jolly noises and gay, old- 
fashioned music. There is a light supper, and 
doctors and nurses to safeguard the well- 
being of our rather fragile guests, who may 


eat or dance not wisely but too well. 


It’s a real party, slow in its uptake, riot- 
ous in its development, and climaxed the 
last three years by a kazzotsky danced by 


an enthusiastic octogenarian. 


The party is not an isolated effort. Day 
in, day out, throughout the year, the Press ea 
prints pictures of couples who have lived in ~ 
conjugal unity for half a century. They are 
the bulwarks of our greatest institutions— 
the family, the home. 


BUT THE PREss does not forget the old folks, 
nor their need for an occasional fling. 

Once a year it gives a Golden Wedding 
Party to all who have been married fifty years 
or more. And how the old folks love it! Rich 
and poor alike, they throng to their one big 
night. Their children and grandchildren are 
not admitted. This is the night for the old- 
sters, and nagging relatives are kept outside. 

It wouldn't do to see grandpa lose his dig- 
nity in a paper cap, or grandma laugh im- 
moderately when a magician pulls embarras- 
sing objects of clothing out of her back hair. 

It wouldn't do at all to see grandpa and 
grandma thawing out their reserve, prancing 
with gay abandon through the dear old 
dances they thought they had forgotten, mix- 
ing unguardedly with strangers suddenly be- 


A 5 


PS-HOWARD 


come intimate in the fraternity of their years. 

Why does the Press hold its Golden Wed- 
ding Party? Is it a circulation drive? You will 
realize that it is not when you consider that 
our guests are already readers. 

No—there isn’t any ulterior motive. These 
old people are our oldest friends, readers of 
the Press for most of the 61 years of its 
publication. We give this party to our old 
friends for the same reasons that you give 
parties to your old friends—because we like 
them and want to give them a few hours of 
happiness. 

We like them—and they like the Press. In 
fact, all of Cleveland likes the Press. When 
that sort of feeling exists for a newspaper, it 
means Power—power to do good; power to 
move goods. 


The Cleveland Press 


CRIP 


NEWSPAPER 


Seiyehs oie 


Chicago 


MEMBER OF 


rH 


UNITED PRESS 


San Francisco Los Angeles Memphis 


..OF THE AUDIT BUREAU OF CIRCULATIONS.. 


NATIONAL ADVERTISING DEPARTMENT OF SCRIPPS-HOWARD NEWSPAPERS, 250 PARK AVE., NEW YORK 


Detroit Philadelphia 


AND OF MEDIA RECORDS, INC. 
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Pea 5, 1939 


Voice of the Advertiser 


Copy Testing an 
Involved Subject 


To the Editor: That Kenneth 
Collins piece in your May 15 issue 
was a swell story in which he 
brought out many good points, and 
I am personally inclined to agree 
with him. All this discussion makes 
me wonder what it’s all about— 
“Kudner says it does and Collins 
says it don’t’—so where do we go 
from there! 

All this talk about pre-testing, 
etc., leaves one wondering just 
where we are headed, especially 
when in our own ranks we seem 
to be lining up and taking sides. 
Of course, we are all interested in 
getting the most out of every ad- 
vertisement published that we can, 
and there no doubt will always be 
discussion as to what should and 
what should not be included in ad- | 
vertisements. 

Recently I read a lengthy article 
on advertising copy in which were 
cited a number of advertisements, 
one of which used as many as six- 
teen copy appeals. It seems to me 
that it hasn’t been so long ago when 
the leaders of advertising were 
pointing out that to attempt to con- 
vey more than one central idea at 
a time, in any given advertisement, 
was scattering the shot. And now 
we find them advocating putting in 
an appeal ranging from Junior to 
Papa and Mama, and maybe Grand- 
pa and Grandma too. So what does 
it all add up to? 

In regard to copy testing in ad- 
vance of publication, it’s going to 
be pretty difficult to say what will 
and what will not produce the de- 
sired results. In some instances, it 
is much like trying to tell what 
your future wife will be like while 
you are still courting her, and the 
answer has always been, you really 
never know until after you are mar- 
ried. Costly perhaps, yes, and often 
disappointing—but what can you 
do about it! Anyway, it’s an inter- 
esting discussion—keep it up. 

W. H. KINSALL, 

Manager, Publicity Department, 

Altorfer Bros. Company, Peoria. 

7, VP? 


Modesty Overboard 

To the Editor: For the past year 
or so, we have issued monthly a lit- 
tle house organ to our clients and 
prospects. Filled with usable infor- 


The Strange Case of the 
Missing Profits 


or “Ridgway Finds the Answer” 


11 othe tah 


Bay cerembione ty pecute bmg dood 4 Vortmvety ~ 


ve GeBoway comeasty, Loe 
~w mower 


eck Suck omen 
mation and inspirational pep talks, 
“News You Can Use” has come to 
be a successful selling help for us. 
The last page of each issue has al- 
ways carried a message about our 


agency; its facilities, its services, its 
personnel, etc. 
Always, until now, we have 


“played it straight.” But in our 
current issue we have jumped the 
traces. The result is the series of 
pictures of Norman Lewis, president 
of the Ridgway Company, that 
you'll see glaring, staring, mugging, 
and grinning at you 
Of course it’s true 
dent has the kind of face that lends 
itself to a lot of but we still 
think we've something unus- 
ual in the way of agency promotion 
M. E. Tostas, 
Vice-President, The Ridgway 
Company, St. Louis 


that our presi- 


abuse, 
done 


This department is a reader’s forum. Letters are welcome. 


TEASHOP COPY 


BO DRA 


Draw the Nippy Way 


with ruler, compass, 
pencil and pen 


Unique English Copy 


To the Editor: I am enclosing | 
proofs of our latest teashops adver- 
tising, “The Big Draw.” You will 
remember that the last series 
“Where’s George?’’—ran for three 
and one-half years, and was bor- 
rowed in nearly 20 countries, 
mostly without permission. 

It is possible that this new series 
may crop up in the oddest places, 
so I would like you to know that it 
originated here. 

I have just returned 
United States where I spent over a 
month. I had a wonderful time 
and the reception I received every- 
where I visited will not be forgotten 
soon. The trouble with you Ameri- 
cans is that when you become seri- 
ously hospitable you do not know 
when to stop 

W. BUCHANAN-TAYLOR, 

Publicity Manager, J. Lyons 

Company, London, England 


from the 


Tribulations in 
Liquor Advertising 


To the Editor: In a recent issue 
Robert L. Rigley of Chicago took 
distillers to task for the copy 
themes they use 
Mr. Rigley will read the FAA regu- 
lations and those of many of the 
states as to what is prohibited in 


liquor and beer advertising, he will | 
the distillers 


readily discover why 
use the themes they do. 

The fact is they would all be 
happy to tell what their product 
will do, but the government bodies 
won't let them 

If Mr. Rigley is with an 
tising agency, he 
hard to get a beer or liquor account, | 
ind he will discover that he hasn't 
an advertising account, but a head 
ache in combination with acute in- 
digestion and corns, for all beer and 
liquor advertising is watched close- 
ly, and it is easy to get into trou- 
ble with the FAA or 
state liquor boards 

The beer and liquor people would | 


adver- 
should try real 


many of the! 


| years, and second, by 


in advertising. If | 


like a change but they are helpless. 
If they fight back, a cry goes up 
about the sinful liquor people not 
obeying the law and that they are 
trying to harm the public. So, Mr. 
Rigley, if you want copy telling 
what the product will do, and you 
are not connected with a distillery 
or brewery, start a one man cam- 
paign to change the regulations. 

B. F. FAULKNER, 

Cincinnati. 
3 |} 


Beer As a Food 


To the Editor: A great deal of 
interest has been evinced in the 
John Hohenadel Brewery’s consist- 
ent use of small space on newspa- 
per food pages. The reasoning be- 
hind this choice of space has been 
the belief that beer should be re- 
garded as part of the menu making 
in the family’s marketing. 

Hohenadel beer for a long time 
has enjoyed a very high standing as 
draught beer. Only recently has 
it been made available in bottles, 
and just now in cans. Therefore 
the two-word copy “Now ... Cans.” 
The reproduction of the package 
carries the name identification as 
well as the copy that is mandatory 
in the State of Pennsylvania. 

The selling power of this adver- 
tisement is probably best illustrated 
by the fact that the Crown Can 
Company checked with George R. 
Moore, Hohenadel executive, to find 
out if there was an error in the 
rapid repeat orders and the urgent 
shipping instructions which have 
caused the can company to revise 
their production schedule because 
of the popularity of Hohenadel in 
cans. 

JAMES D. SPILLAN, 


Benjamin Eshleman Company, 
Philadelphia. 
v v Vv 


Kansas Steps Out 

To the Editor: Kansas has just 
inaugurated its first attempt at state 
advertising in order to stimulate 
tourist travel, first, by dispelling 
some of the impressions created by 
unfavorable publicity during recent 
dramatizing 
i cultural and historic note that 
many people have never seen. 

The initial attempt is in the form 
f a booklet being distributed na- 
tionally. Kansas Hotel Association 
is the sponsor, with all promotion 
directed by this agency. 

HOWARD WATSON, 

Watson Advertising Service, 

Hutchinson, Kan. 


v v v 
Packaging “First’’? 
To the Editor: We 


‘onsiderable 
your May 23 


read, with 
interest, the story in 
issue regarding At- 


NOW! GET YOUR FAVORITE ALE & BEER IN THE NEW 


“NO DEPOSIT’ Bottle! 


“ALE & BEER—BEST IN BOTTLES! 


lantic Beer’s new package. This 
article states in part that it is be- 
lieved to be the first time that such 
an idea has been used for beer. 

We are enclosing herewith copy 
we made up for our client, Schmidt 
Brewing Company, which ran in 
Detroit papers on Oct. 15, 1936. We 
are not. certain that this is the 
“first” time that a package of this 
type for beer had been offered, but 
1 guess you will agree that it pre- 


| dates Atlantic’s package. 


L. J. MICHELSON, 
Simons - Michelson Company, 
Detroit 


FALSTAFF ‘MISSED THE DERBY 


NOW i is the time for 
yi 


WILL FT BE TECHRICIANT fe cme of the fermrton Be 
eos the Hewvings Hates oF Magia, Ast pow can see case the’ # 
reat herve + water 


100% ron mus sion oF a GND TIME * 


(Cet Tet Maar aa SERENE Comomatan Wy LO 


Too Late 


To the Editor: Don’t you think 
the enclosed Falstaff “Good Time” 
advertisement is a bit off on timing? 

This ran in the San Antonio Ex- 
press, May 29, more than three 
weeks after Johnstown showed his 
heels to the crowd. 

Rosert G. COULTER, 
Coulter-Mueller-Grinstead, 
San Antonio, Tex. 

a 


Lack of Faith 


To the Editor: There has been 
too much loose talk. Why does 
Kenneth Collins turn the heat on 
pre-testing, say that “it destroys 
spontaneity and genuine enthusi- 
asm”? Why does James Mangan 
say that “95 per cent of the adver- 
tising is old fashioned”? Can it be 
that they lack faith? 

The days of “salesmanship in 


q Tye 
star 


oe 


3" 


WELL FRIENDS, HERE 
1AM ALL SET FOR THE 
DERBY TOMORROW... AND SH-H-H... 
HERES THE BEST TIP IN THE 
WORLD FOR YOU. IT’S FALSTAFF... 
THE REAL, OLO-TIME BEER THAT'S 
WAY (UT IN FRONT FOR THAT 
DRY, EXCITING FLAVOR THAT 
wm, EVERYONE GOES FOR. 
“. $0 FOR YOUR GOOD 
TIME TOMORROW SAY, 


i ; 


7 
Bas 
“ s respect 


print” are past. Even the un- 
knowns of advertising have pro- 
gressed further than that. Even 
they believe in systematized obser- 
vation. And they make their minor 
contributions, knowing full - well 
there is much to be done that will 
be done through confidence, not 
criticism. 
N. STUART IRWIN, 
Pittsburgh, Pa. 


ee 
He Draws the Line! 

To the Editor: I’ll practice dili- 
gently—take lessons from the pro— 
read all the books—in fact, I’ll do 
almost anything to improve my 
golf game—but I’ll be damned if 
I'll drink Pennzip Gasoline and 
Pennzoil Oil to get l-o-n-g drives! 

R. W. LOuDEN, 

Advertising Manager, Louden 

Machinery Company, Fairfield, 

Ta. 


COULD THIS BE 


I have always taken a 
Magazine. 
has been read by my 
many years. 


Guide, Philosopher, 

& Friend in over 

225,000 western 
homes. 


LANE PUBLISHING Co 
SAN FRANCISCO 


SUNSET 
VY 


DEALER INFLUENCE? 


Dear Sunset :—lI have just read the article in your 
May issue in which the “Gadget Girls” that were 
originated by two of our staff were featured. As 
usual the description, as well as the photographic 
material used, was excellent; and will, 
prove of great interest to your readers. 


deep interest in Sunset 
It has been coming to my home, and 
entire family, 


It may interest you to know that I am so sold on 
the pulling power of the advertisements in your 
magazine that I have often purchased for our 
store through ideas received from them. 


S. W. NEWMAN 

President 

Chas. Brown & Sons 

(One of San Francisco's 
leading homeware stores) 


I am sure, 


for many, 
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Space Salesmen 
Must Aid Agency, 
Says Ferguson 


Solution of Marketing 
Problems Cited Among 
Responsibilities 


Chicago, June 1.—Throwing new 
light on the complicated question of 
relations between the space sales- 
man and space buyer by insisting 
that the former must assume re- 
sponsibility for solution of market- 
ing problems of the agency’s clients, 
. Jetter written by J. L. Ferguson, 
president of Sawyer-Ferguson- 
Walker Company, was made public 
today by N. H. Pumpian, media di- 
rector of Henri, Hurst & McDonald, 
Chicago. The occasion was the 
tenth anniversary of the Sawyer- 
Ferguson-Walker Company. Mr. 
Pumpian expressed the belief that 
the basic principles enunciated can 
be adapted by every salesman, re- 
gardless of medium. 

“You have treated us with fair- 
ness and consideration and have 
given us your valuable time,” wrote 
Mr. Ferguson from his New York 
headquarters. “In return we rec- 
ognize the responsibility which this 
places upon us, and it is timely for 
us to set before you the objective 


toward which this company is 
working—in short, why we call 
upon you.” 

Representatives’ Tasks 


Mr. Ferguson explained that his 
organization represents seven news- 
papers with widely different selling 
problems. In one case, the Sawyer- 
Ferguson-Walker Company has the 

ssignment of inducing the flow of 
more business to a market. In an- 
other, the question is entirely one of 
competition for a greater share of 
the advertising dollar already going 
there. In other instances, the task 
is a combination of both of these 
objectives. Under these circum- 
Mr. Ferguson conceives the 
responsibility of his organization 

ird the space buyer to be as fol- 


stances, 


“1. To have a thorough knowl- 
edge of the markets where our 
newspapers are published and the 
relation of those markets to others 
within the state and the nation. To 
have so thorough and accurate an 
understanding of the facts that we 
can contribute something toward 
your problem of evaluating mar- 
kets. To show you factual and per- 
tinent information regarding areas 
which advertisers can profitably ex- 
ploit 

“2. To point out how newspapers 
can be used to carry out a program 
of selective selling and specifically 
how the newspaper we represent 
fits into the general picture in terms 
if potential profit for an advertiser. 
Only if we can present such infor- 
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PRINTING PAPERS 


Ticonderoga Book 


Champlain Book 


Saratoga Book 


Saratoga Cover 


Lexington Offset 


Made by 
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i ee 


|e a A NN 


mation to you clearly and intelli- 
gently will we be justified in asking 
for your time. 

“3. Where a competitive situa- 
tion exists and it is a case of your 
using our paper or the other fel- 
low’s to go after the business with 
every sound means we can com- 
mand. <A competitive solicitation 
can be presented without being de- 
structive even though it be aggres- 
sively carried on. 


Competitive Problem 


“4. To point out to you where 
and why we believe our paper fits 
into the pattern you are trying to 
establish, if we think it does fit. To 
have a sales organization of experi- 
enced and intelligent advertising 
men who have the capacity to un- 
derstand more than _ superficially 
what you are driving at in allocat- 
ing your client’s money. To think 
constructively and with honesty of 
purpose. Above all, to know what 
we are talking about and establish 
a reputation with you that we can 
be believed. 

“5. To represent you in your 
dealings with the publisher, as well 
as to represent the publisher in his 
dealings with you. To have a 
knowledge and understanding of 
your problems when publishers look 
to us for an opinion regarding 
questions of policy, such as rate, 
merchandising, differential and so 
forth, which affect us all. 

“§. Not to take up your time 
with meaningless calls. The papers 
we represent do not appraise our 
value to them by the number of 
calls we make or the number of let- 
ters we write them.” 


Laundry Promotion 
Spurs Travel to 


Jersey Resorts 


Newark, N. J., May 30.—Instead 
of running its usual advertising 
during June, Union Laundry will 
devote most of its appropriation to 
urging residents of New York, 
Brooklyn, Westchester and North- 
ern Jersey to spend this summer at 
New Jersey’s seashore or lake re- 
sorts. 

The advertising will 
Cue, Newark Call, Newark News 
and in direct mail literature. Com- 
menting on the plan, T. F. Crowley, 
head of the laundry, said: “We do 
not believe that anything like this 
has ever been done before. It is a 
voluntary effort on our part to at- 
tract more people to the many fine 
Jersey shore and lake resorts, and 
is done in appreciation of the busi- 
ness which these communities have 
given us for the past 59 years.” 


“Herald Tribune” Has 
Record Special Section 

A 12-page magazine section with 
four-color cover, featuring the 
Castle Village apartment house pro- 
ject, New York, was published by 
the New York Herald Tribune as 
part of its May 28 issue. The sec- 
tion contained 12,300 lines of ad- 
vertising and is said to be the larg- 


appear in 


est of its kind issued in recent 
years. 

Sales were directed by Alfred A. 
Baum of the newspaper’s staff in 


cooperation with O. W. McKennee, 


vice-president, H. W. Fairfax Ad- 
vertising Agency, which handles 
the 


Castle Village account. 


Godfrey Named Head 
of Kansas City Club 


H. Wheeler Godfrey, vice-presi- 
dent of Barrons Advertising Com- 
pany, has been elected president of 
the Advertising Club of Kansas 
City, Mo. 

Charles R. Haldeman, sales pro- 
motion manager of Bermingham & 
Prosser Company, has been named 


first vice-president; Elizabeth M. 
Sanborn, Chamber of Commerce, 
second vice-president; John L. Sul- 
livan, advertising manager of Rus- 
sell & Co., secretary, and Charles 
B. Burkhart, sales manager of Stal- 


| cup, Inc., treasurer. 


Represents “Future” 


Hagemann-Cottingham, Chicago, 
has been appointed Midwestern 
representative of Future, publica- 
tion of the United States Junior 
Chamber of Commerce. 


CIGARETTES GET BOOST IN LIQUOR COPY 


THE PERFECT COMBINATION 


IRISH AMERICAN 


Whiskey Brand 2% Pot sti Irish 


} ee = A Distille 
American Straight 


Whiske 
William Jameson & Co., Inc., New York, N. Y. Whiskey + 86 Proof 


Adapting a popular cigarette advertising theme to its own promotion, William 

Jameson & Co. has launched a new campaign in 65 newspapers in key markets 

throughout the country. Emphasis is placed on the desirable combination of well 

blended domestic and imported elements. Copy is scheduled through the sum- 

mer, with an expanded list expected soon. Lawrence Fertig & Co., New York, 
is the agency in charge. 


THEY ‘‘LIGHT UP” 


No 
billion cigarettes are consumed every year 
within the ‘‘Golden Horseshoe,” that fertile 


“smoke dream” is the fact that twelve 


market of the Midwest blanketed by WJR in 
Detroit and WGAR in Cleveland. That's half 
again as many as sold in the city of New York 

. more than the combined sales of Chi- 
cago, Philadelphia, Los Angeles and Boston! 


THE 


coe Lilien 


| Loudon ry to 


Tucker Wayne Agency 


E. C. Lyndon, formerly with Gen- 
eral Outdoor Advertising Company, 
has joined Tucker Wayne & Co., At- 
lanta. Previously he was with James 
A. Greene & Co., before the name 
was changed to Tucker Wayne & 
Co. 

Palmer Brothers Company, New 
York, has appointed the agency to 
handle the account of Palmer 
Quilted mattresses. A weekly NBC 
program will begin Aug. 20. News- 
papers, business papers and point- 
of-sale displays will also be used. 
Tucker Wayne is account executive. 


Goodall Asks Injunction 
Against Retailer 


Application for an injunction to 
prevent Hiram Paul Clothing store, 
Oklahoma City, Okla., from selling 
Palm Beach suits for less than the 
nationally advertised price has been 
filed in the district court in Okla- 
homa City by Goodall Worsted 
Company, Sanford, Me., and Good- 
all Company, Cincinnati, O. 


Simpson with Megelin 
Stanley B. Simpson, formerly 
with Dodge Brothers Corporation 
and Nash Motors Corporation, has 
joined C. F. Megelin Company, 
Chicago, publishers’ representative. 


EVERY YEAR 


Here too is the territory in which drug 
store sales exceed one hundred million 
dollars a year, where the total food bill runs 
close to three quarters of a billion annually, 
where seven out of ten families own auto- 
mobiles. Here eight million people can be 
reached with your sales message through 
the “Great Stations of the Great Lakes!”’ 


GREAT LAKES 


east STATIONS ... COLUMBIA BROADCASTING * EDWARD PETRY i ohe 5, WATIONAL SALES actiiencawill 
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Acid Eliminated 
in New Device 
for Making Plates 


Photo-Electric Cell 
Actuates Automatic’ 
Cutting Instrument 


Anderson, Ind., June 1.— Use of 
the photo-electric cell in a new en- 
graving process has been announced 
here by the Lynch Corporation, fol- 
lowing a preview given Indiana 
publishers at the Anderson Indus- 
trial Exposition. 

The Lynch machine is called the 
Engrav-O-Graph. It departs from 
the usual acid-etch process in mak- 
ing engravings in its use of a beam 
of light and a photo-electric cell to 
scan a_ photographic 
positive. 

This reproduces the desired en- 
graving on a type-high block of 
stereotype metal. Impulses received 
as the beam of light passes over the 
copy cause an electrically controlled 
cutting device to engrave the image 
on the plate. 

It is asserted that this process 
enables reproduction of a_ single 
column cut in less than ten minutes 
and at a cost of but a few cents. 

The machine is said to require no 
skilled operators. Copy is placed in 
a holder which passes back and 
forth over a beam of light. The 
plate is placed in a vise under the 
cutter mechanism, which is ad- 
justed with a micrometer to assure 
correct height. A small motor sets 
the machine in action. 

The action of the machine causes 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing - Mimeographing 
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negative or | 


NEW PROCESS 
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each part of the copy to be scanned 
in a series of successive lines. Since 
the photo-electric cell converts light 
energy into electric energy, the 
amount of light falling on the cell 
governs the action of the cutting 
device. Where there is a_ trans- 
parency in the copy the cutting de- 
vice cuts lightly into the plate. In 
places where there is density in the 
copy the tool cuts deeper into the 
plate. Impulses from the photo-cell 
are magnified by a radio amplifier 
and fed into the magnetically con- 
trolled cutter. 

Developed in the experimental 
laboratories of the Lynch Corpora- 
tion, the device is the result of a 
number of years of experimental 
work and research under direction 
|of Joe A. Bennett, the inventor, who 
formerly was with the Indiana Uni- 
versity department of journalism, 
where preliminary work was done. 

Production will also start shortly 
at the Lynch Corporation on a ma- 
chine for making a new type tear- 
off cap for beer and soft drink 
bottles manufactured under Swed- 
ish patents. 


Doggy Testimonial 
Forms Basis of 
Coast Campaign 


Wilmington, Cal. June 1.— 
Though scientists and dog owners 
also testify, the evidence of 1,800 
feedings will form the chief evi- 
dence for Balto, new dog food, in 
a campaign just opened in San 
Diego newspapers and shortly to be 
extended to other Coast cities. The 
results of this extensive trial gave 
birth to the slogan, “Taste-Tested.” 
The Coast Fishing Company is the 
producer. 

Another fresh note is brought to 
the campaign by the company’s sup- 
port of veterinarians, which is ex- 
pected to result in reciprocal meas- 
ures. The newspaper copy, in spite 
of its warm praise of Balto, advises 
dog owners to have their pets 
checked by ‘a veterinarian at least 
twice yearly. 

Nineteen out of 20 dogs on whom 
Balto was tested “went for it at 


_|first sniff and continued to relish it 


day after day,” according to the in- 
troductory copy. A typical view- 
point is provided by Mrs. Charles F. 
Adams, of Los Angeles, who is pic- 
tured with her bulldog, Imp. 
Finally, scientists, described as 
members of the faculty of a lead- 
ing university, describe Balto as a 
scientifically balanced diet for dogs. 

The account is handled by the 
Dan B. Miner Company, Los An- 
geles, J. C. Morse being account 
executive. 


Biltrite Starts Drive 


Biltrite Rubber Company, Chel- 
sea, Mass., has launched a campaign 
in 55 farm and railroad publications 
for Biltrite heels and Cord-on-end 
soles. Frank T. Day, Boston, is the 
agency, with H. L. Stone, account 
executive. 


Lehn & Fink Appoints 


Lehn & Fink Products Corpora- 
tion, New York, has appointed N. 
W. Ayer & Son, Philadelphia, to 
handle advertising of Hinds Honey 
and Almond cream in Argentina, 
Uruguay and Brazil. 


T 
WARDED A 


HE COURIER-JOURNAL 


IS 
MEDAL OF HONOR 


“For Distinguished Service 


Journalism” 


In Impressive Ceremonies On May 11, the University of Missouri Recognized 
the Outstanding Quality of The Courier-Journal With the Bestowal of its 1939 


School of Journalism 
ism,” 


V\\Vlo The 


Medal of Honor 


Accompanied By This Citation: 


Courier-Journal of Louisville. 


“For Distinguished Service In Journal- 


Kentucky : 


For 113 years of able journalism: for brilliantly 
colorful and epigrammatic editorial comment: for 
consistently meeting new conditions with success- 


ful adaptation: 


for contributing to the 


business 


grewth and both the municipal and rural develop- 
ment of its area by discerning and articulate lead- 
ership: for independent and intelligent emphasis 


upon news coverage 


in its later years, 


and for re- 


cent progressive development of, and leadership 
in. graphie and pictorial journalism. Jf 


The Courier-Journal 


Gratefully Acknowledges 


This Important Tribute From 


The University of Missouri, and in Turn Congratulates This Fine American 
Institution Upon the Invaluable Service It Is Rendering in ‘The Field of 


Journalism. 


Che Conricr-Zonrnal 


Kentuchiana’s Morning Newspaper 
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WINS DOGS’ VOTE 
BY GIANT MAJORITY 


Dog’s own taste-ftests prove 
popularity of this time-tried food 
with new taste appeol 


Your dog mo, will vore for University-com- 
mended Balro with the new flavor factor. Hun- 
dreds of tests on dogs of all ages and many 
breeds show it’s a flavor your dog is sute to like. 
This special taste appeal is iacorporared ino 
time-tried dog food— Balto, the sciencitically- 
balanced dict that contains the vital esscocals 
that make dogs healthy aad happy. Aathorines 
say: “Feed Balw af least 4 days out of 7!" Your 
dog will like ix oftener 


Tasle-Jested ay 00s THEMSELVES 


TO PROVE POPULARITY OF 
NEW FLAVOR FACTOR 


your 


j EXPERTS FUND 
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DOG'S NOSE KNOWS...BALTO HAS IT! 
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Coast Fishing Company presents " 


TABLE SCRAPS CAN BE A “CRUELTY DIET” 


testimonials’ 


ah vimwnend 20d adeqaste proteia shiald 


DOG axd CAT FOOD 


Your Dog's Nose Knows..BALTO IS TOPS 


by consumers of dog food to 


prove the widespread acceptance that Balto enjoys among canine chewers. 


Theme of the campaign is summed up by the headline, 


"Taste-Tested by Dogs 


Themselves.” 


Canadians to 
Participate in 
Buffalo Conclave 


Buffalo, June 1.—Canadian busi- 
ness men, advertisers and consumer 
representatives will take an active 
part in the Business-Consumer Re- 
lations Conference which opens 
here Monday, it was announced to- 
day. 

The purpose of the conference is 
to establish a common ground in 
regard to advertising and selling 
practices from the viewpoint of the 
three major groups represented. 
Under the sponsorship of the Na- 
tional Association of Better Busi- 
ness Bureaus, the conference will 
have the additional support of 
many other associations in business 
and advertising, as well as the gov- 
ernment, through unofficial repre- 
sentation of several departments. 

Canadians on the advisory com- 
mittee include W. M. Birks, chair- 
man, Henry Birks & Sons, Ltd., 
Montreal; Glenn Bannerman, ad- 
vertising manager of Hudson Mo- 
tors of Canada, Tilbury, Ont.; A. G. 
Pinard, vice-president of Lowe 
Brothers, Ltd., Toronto, and Mrs. G. 
O. Spencer, president of the Na- 
tional Council of Women of Canada. 


Indianapolis Club 
Names Linsmith 

Herbert H. Linsmith, General 
Outdoor Advertising Company, has 
been elected president of the In- 
dianapolis Advertising Club. 

C. M. Davis, advertising manager 
of L. S. Ayres & Co., has been 
named vice-president. Other offi- 
cers include Martin Aldred, Cald- 
well-Baker Company, treasurer, 
and Harold L. Ross, Indianapolis 
Athletic Club, secretary. 


To Cowan & Dengler 


Cowan & Dengler, New York, has 
been appointed to handle the ac- 
counts of Quicaps Company, New 
York, for a campaign in magazines, 
hospital and nursing publications: 
and Tung Oil Corporation of Amer- 
ica, New York, for a newspaper 
campaign. 


Clark Names McIntosh 


Darwin H. Clark Advertising 


Agency, Los Angeles, has appointed 
Walter McIntosh to head its radio 
department. 


“Chronicle” to Sweeney 


John M. Sweeney Company, Bos- 
ton, has been appointed representa- 
tive for the Chronicle, 
Mass. 


Reading, 
| 


Judge Says No 
to Competitor of 
‘March of Time’ 


New York, May 30.—Time, Inc., 
won a legal victory here last week 
in federal court when Judge Clar- 
ence Galston granted an injunction 
against Voice of Time, an organiza- 
tion which produces recordings of 
radio speeches. 

Attorneys for the publisher were 
upheld in their contention that the 
title of the Voice of Time feature 
infringed upon “March of Time,” 
the motion picture release issued 
by Time, Inc. The claim that two 
trademarks on the title “Time” 
were also infringed were denied, 
although the jurist found that the 
title as used by the defendant cre- 
ated unfair competition with all 
three trademarks. 

Judge Galston pointed out that 
the plaintiff has been experiment- 
ing with recordings of radio broad- 
casts for possible use in schools, 
which is similar to the service of- 
fered by Voice of Time. A typical 
Voice of Time recording was a re- 
production of the historic abdica- 
tion speech by King Edward VIII. 


Coffee Package Bows 


Standard Brands, New York, is 
introducing a new package for 
Chase & Sanborn dated coffee in 
Eastern markets. The package, be- 
ing promoted in newspapers, is sil- 
ver colored and is decorated with 
a modernistic layout similar to the 
Chase & Sanborn tower at the New 
York World’s Fair. J. Walter 
Thompson Company is the agency 


Opens N. Y. Office 

A New York office to serve 
American clients of the Shangha: 
Evening Post & Mercury and the 
Ta Mei Wan Pao, Shanghai, has 
been opened at 101 Fifth avenue. 


Bowen with Glasser 
Robert Bowen, formerly with 


Allied Advertising Agency, has been 
appointed 
Glasser 
| Angeles. 
| 


account executive 0! 
Advertising Agency, L0s 
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Scripps- Sloward 
Loses Milholland, 
Veteran Publisher 


Pittsburgi, May 30.— Funeral 
services were held here Monday 
- Harry C. Milholland, president 
o the Pittsburgh Press Publishing 
npany. Mr. Milholland, who was 
74 years old, died Saturday as the 
it of a heart attack. 
Ir. Milholland, who became pub- 
er of the Press when it was 
ght by Scripps-Howard News- 
papers in 1923, was the type of ex- 
ecutive who delighted the hearts 
the hard-pressed business de- 
partment. Despite his lofty posi- 
and managerial duties, he never 
nquished interest in the adver- 
ng accounts which he had han- 
died personally in previous years, 
nd until the day of his death was 
fond of calling on large advertisers 
nd discussing their progress in 
Pittsburgh. 
Ir. Milholland 


~ 


joined the old 


get better acquainted with his read- 
ers, particularly those of tomorrow. 
He was head of the “Secretary 
Hawkins” club formed by the news- 
paper, and as such was brought into 
cordial contacts with thousands of 
Pittsburgh youngsters, who became 
his devoted friends. He was also a 
member of many business and fra- 
ternal organizations. His widow 
and two sons survive. 


Originator of 
Jantzen Swim Suit 
Taken by Death 


Portland, Ore., May 30.—Carl C. 
Jantzen, who as secretary and co- 
founder of Jantzen Knitting Mills, 


was largely responsible for glorifi- | 


cation of the American girl through 
creation of modern style 
suits, succumbed to a heart attack 
at North Powder, Ore., today. Mr. 
Jantzen, 56 years old, was on board 
a train returning from a_ world 
cruise with his wife and son. 


bathing | 


COMFORT ASSURED 


Nash-Kelvinator Corporation prepares to 
welcome visitors at the New York fair 
with an_ air-conditioned, all-electric 
model of the Kelvin Home. J. Nelson 
Stuart (right), advertising manager of 
the Kelvinator division, goes over the 
control equipment with Keith Saunders, 
New York manager. 


Oldest Canadian 


Agency Celebrates 
50th Anniversary | 


Toronto, June 1.—Canada’s oldest | 
advertising agency, A. McKim, Ltd., | 
celebrated its 50th anniversary this | 
month with publication of a booklet 
titled “The First Fifty Years” which 
recalls the exciting and ambitious 
days of an earlier era in advertis- 
ing. 

McKim’s annual volume of busi- 
ness in its first years was less than 
$80,000. The tear sheets returned 
to home offices here bore copy for 
such products as Berliner gram-o- 
phones; Tudhope-Anderson' gaso- 
line buggies; “PD,” the first corset 
of Parisian manufacture, and 
“K. Y.” rolled oats, Canada’s first 
packaged cereal. 


Volume Totals Millions 


From late-Victorian years, the 
agency grew with the times and 
now has branches across the country 


| land, 
| France, China and Egypt. 


have been established in New Zea- 
Australia, India, South Africa, 


In a foreword to the commemora- 
tive booklet, Charles T. Pearce, 
agency president, comments: “In- 
spired by the traditions of the past, 
McKim, Ltd., looks forward to the 
future with confidence. Every year 
adds to its energy and its facilities. 
Passing its 50th milestone, it is glad 
to commemorate what has gone be- 
fore, but it is also glad to greet what 
lies ahead.” 


Shults to Rambeau 


Roy F. Shults has joined the New 
York office of the William G. Ram- 
beau Company, radio representa- 
tive. Mr. Shults bought space and 
spot radio for Compton Advertis- 
ing, Inc., for ten years. 


Heads Omaha Club 

Jack L. Correa has been elected 
president of the Advertising Club 
of Omaha, Neb. Gilbert C. Harry 
is vice-president; R. L. Davis, sec- 
retary-treasurer. 


Pittsburgh Chronicle as an office He was born in Denmark and from Halifax to Vancouver and an cre 
bov after his graduation from col-| came to this country intending to be annual volume running into the “N. Y. Press” Adds Perry 
lege. When the Chronicle was|a farmer. In 1909, however, he was| Dah] on Own millions. It has also sought to per- 


ged to form the present Hearst- 
ned Pittsburgh Sun-Telegraph, 


persuaded to enter the knitting field 
with J. A. and C. H. Zehnbauer as 


Ted Dahl, formerly with Allied 


suade business enterprises in other 


Miss N. S. Perry, formerly of 
Hillman Periodicals, Inc., New York, 


Advertising Agency, Los Angeles, countries to develop Canadian mar-/has been appointed advertising 
Milholland advanced rapidly| partners. Total capital, including | has opened his own agency at 4354| kets. A London office was opened| manager of the New York Press, 
n classified to display salesman| Mrs. Jantzen’s inheritance, was] W. 3rd street, Los Angeles. 28 years ago. Other foreign offices |racing and sporting weekly. 
{ finally to advertising manager. | $3,000. Mrs. Jantzen, incidentally, A 


Moved to “Press” 


contributed a good deal more than 


cash. An income tax suit filed last| FR ae | 
» followed his employer, the late | year revealed that it was she who] | 
Col. Oliver S. Hershman, to the | posed for the original “Jantzen Girl” 
Press and handled many of its ma-| advertising that played such a large 
accounts, both local and na-| part in popularizing the line. , 
nal, for almost 50 years. As the Jantzen is now the largest com- 
playboy era of publishers reached| pany devoted exclusively to the 
full development, Mr. Milhol- | manufacture of bathing suits and its | 
i took a malicious and profitable | annual advertising budget is esti- » | 
easure in expounding the gospel| mated at $500,000. i 
that every important advertiser is - | 
entitled to frequent contacts with \ 
“a the publisher with whom he does Cookery Expert 
sale business, and that relations with a | 
are ubordinate, no matter how well for Thompson 
ion trained, can never be completely * ° « ' 
za fp successful. Dies in Chicago ; : , 
of Mr. Milholland also took steps to Chicago, May 31.— Funeral ser- ie 
vices were held Monday for Mrs. Lse ss 
Edith Gwinn Shuck, domestic sci- 
ence expert for J. Walter Thomp-| | i 


son Company, who died Saturday 
after a long illness. Mrs. Shuck 
was cooking editor for the Chicago 
Daily News for eight years, resign- 


ing because of ill health. Later, she| [jg j Oe te art 
joined the advertising agency, but 


was forced to retire last January 
after a year’s work because of a re- 
currence of her ailment. She was 
succeeded by Miss Isabel Hibarger, 
who came from Pictorial Review. 
Mrs. Shuck presided over the 
kitchen which is a feature of the 
Chicago office of J. Walter Thomp- 
son Company, working out new 
recipes, studying new refinements 
in kitchen and dining room tech- 


FULLER 


& SMITH 


| nique, and setting the stage for the 
photographers who were to trans- 
PAV E T H E WA Y mit the results of her experiments Aluminum Company The Crowell Publishing Presto Recording Corp. 
to the country’s housewives. — of America Compeny The Standard Register Co. 
. T Oo Ss A 4 E Ss She was entrusted with the task HUNTING for sales, these days, The Aluminum Cooking Detroit Steel Products Co. Steel Founders’ Society 
mS of concocting recipes which would| is much like hunting for game Utensil Co. B. F. Drakenfeld &Co.,Inc. of America 
- in Here’s a thoughtful good- — “ toe of “ey —- = Sak the “wounded” prospects Aluminum Ore Company Emery Industries, Inc. The Strong, Carlisle & 
3 will gift th ill mak as e, oO ecause oO a ance es : * Aluminum Seal Co. Firth Carpet Company pany 
» fri ; . “Ww . nourishment and their appetite ap- that get away not only mean hessstenn Goa Cemens Fostoria Glass Company The Trundle Engineering Co. 
“with lends Of your prospects peal. In making photographs, it loss of ammunition but are Aseatieen Tatts General Stokers, Ine. University School 
o the and pave the way for was her task to see that the en-| more easily picked up by some & Treating Co. The B. F. Goodrich Co. Vapoo Products Co., Inc. 
New salesmen. The value of semble of gleaming silverware and other hunter American Radiator and ~— Brunswick, Diamond, Virginia Hot Springs Co. 
alter an imprinted Autopoint napery was beyond reproach, and| ~ Good Standard Sanitary Foe oe rit! __—The Homestead Hotel 
, : e 1 ean prec ve Tbe ; ‘ iti Cle : . —Goodrich an iller 
ency sg P P that nothing appeared at which the ood ammunition .. . accu Copecstion (Susbesm) Drug Sundries The Ward Products Corp. 
encil in sales work has ambitious hostess might cavil. rate aim... pulling the trigger The Austin Company Hotels Statler Co., Inc. a ate me wry 
seen proved over and Mrs. Shuck is survived by her at the right time . . . our service She Bessick Company Kensington Incorporated ws wey tine 
ver : ’ . husband. t d ht and ‘ The Bryant Electric Co. of New Kensington estinghouse Electric 
ver again. It’s the gift usband, two daughters and a son.| to clients embraces these funda- The Brvent H Co The Leler ; Elevator Company 
serve without a kick-back, be- mentals. pes aap ae — Westinghouse Blostrie 
inghat . . ROBERTSON PASSES . Central National Bank Lewis & Conger International Company 
d_ the -ause its sturdy two-part - Then it goes beyond these to Bad Cleveland Lincoln Bag Company Westinghouse Electric 
i, has mechanism a lways Toronto, Ont., May 31.—Wm. M. give particular emphasis to Chase Brass & Copper Co. tice Marks, Inc. Supply Compeny 
‘ :' advertiai : er Cleveland Fruit Juice Co. ‘esti ; iv. 
nue. vorks. Its exclusive Robertson, 53, former advertising et whey tema “tly al eveland | Fruit Juice ©o.  Mutschler Brothers Co. Westinghouse Lemp Div. 
wage , manager of General Motors of Can- - al ey J The Cleveland Railway National Machine Tool Westinghouse X-Ray Co. 
= Tite tip never lets ada, died here last week. Since RETRIEVING <a getting the Company Builders’ Association West Penn Power Co. 
fads wobble, twist or 1930, he was associated with Mutual} results actually into the bag. a rian The Netlonsl Sesow & The WGAR Brosdessting 
lrop out. : Life Insurance Company. i ' SESE Saee S Lampeny mpany 
with * : ak Fact filled pany and the tallies on the books. & Leather Company New York University WJIR The Goodwill Station 
s been 0K, e Human Side P. & F. Corbin Olney & Carpenter, Inc. The Wooster Brush Co. 
ye of t Sales Strategy,” tells FITZPATRICK DIES Mark Cross Company The Pennzoil Company The Wooster Rubber Co. 
j, Las Ww more than 6000 Albany, N. Y., May 31.— 


fominent firms use Auto- 
~ints to increase sales 


Fitzpatrick, 40, Albany manager of 
Fitch Advertising Company for 15 


James E. | 


ad years, died in St. Peter’s Hospital | ps -_ 
“ open new accounts. this week after a brief illness. He 4 
‘end for your copy. was a former president of the 
Albany Advertising Club N E Ww » 4 Oo R K Cc L E Vv E L ay N D 
bd a —_ . 
Lutopown | Miller Agency Named 
THE I BETTER PENC ve 


Cohen, Friedlander & Martin, To- | 
ledo, O., has appointed The Miller | 
Agency Company, Toledo, to handle | & 
its account. 


‘TOPOINT COMPANY 
™ Foster Avenue 


eee 


Dept. AA-6 
Chicago, Ilinois 
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Bitner Buys WFBM New Post for Coutt G tt ° Pp Yr n al Chicago Groups 
Indianapolis Power & Light Com- Leo E. Coutt, formerly advertis- e ing e SO 
pany has sold Station WFBM, In-| ing director of E. B. Myers Com | ques — Federate for 
dianapolis, to Harry M. Bitner,| pany, women’s sportswear, has been : s 
Pittsburgh, subject to approval of | appointed production manager of L. The New York Sun, ardent supporter of Father's Day with an New Art Center 
the Federal Communications Com-| Raymond Advertising Agency, Los| advertising contest and a Typical Father” contest, has an impressive 
mission. Angeles. list of names on its Father’s ped Chicago, June 1.—To encourage 
a ——— committee. Included are Lee IVE LINKSMAN high standards in the graphic, photo- 
To Rose-Martin Beck Joins Offset ey VD, Srenee-meers Com hohe graphic and advertising arts, and to 
Hilda Joan Weinberger, formerly Irving Beck, formerly with the Se pg further this city’s position in these 
with Friend- Wiener Advertising| Polygraphic Company of America, ; a fields, Art Center, Chicago, has been 


Company, New York, has joined| New York, has joined the estimat- Sanitary Corporation; Colby M. 

Rose-Martin, New York, as ac-|ing and production departments of Chester, chairman of General 

count executive to head a new cos-| Offset Reproductions, Inc., New| Foods Corporation; Raymond 

metic and fashion department. York, lithographer and printer. Rubicam, chairman of Y & R.; 

_— — —— = G. Lynn Sumner, head of the 
N. Y. Ad Club, and others... 

oy Steve Glennon, a.m., Popular 

Science Monthly, is receiving 


formed with the sponsorship of five 
existing organizations here. Quar- 
ters have been taken at 410 S. Mich- 
igan avenue, and the center will be- 
gin functioning about July 1, with 
a paid secretary-treasurer yet to be 
selected. 

One of the projects of the new 
organization is to serve as a clear- 
ing house of information on avail- 
able artists and the type of work in 
which they specialize. This will be 
accomplished through permanent 
sample files to be established in the 
club rooms. Each sample file board 
will be two by three feet in size. 

Art Center, Chicago, will repre- 
sent a federation of the Art Direc- 
tors Club, Chicago Guild of Free 
Lance Artists, Society of Typo- 
graphic Arts, Association for Color 
Research and Society of Photo- 
, —_— graphic Illustrators. The new or- 
R. 1., are being offered to invited ganization will be directed by a 
guests from N. Y. . ; . The suggestion of a smile on the lips of | board of governors comprised of 

William Griffin, publisher of Clay Reely, vice-president of Fuller & | three members from each group and 

the New York Enquirer, is now a Smith & Ross, Cleveland, seems to indi- three officers: president, vice-presi- 
ELEMENTARY director of Fidelio Brewery, hav- cate satisfaction with a low gross. Or |dent and secretary-treasurer. 

ing purchased a stock interest. . . maybe it would suffice to head this shot, Each member association will 

AS the 10th anniversary Under = ee —— ies continue to maintain its separate 

MY DEAR WATSON .. «| 23, ie eae ie om Rar HO Ios a i 

. Reach agency in Newark, Mr. for which it has been noted in the 

Reach related how he got his first national account. He asked Charles 


. . : ; ; - ; | past. 
No trick at all, Watson. There is ‘‘A”’ Market, P. Gulick, president of Nat'l Oil Products Company, for his business Sinn mow canter will be dadtentel 
_.._—s and _ was in turn asked if he could 


} congratulations upon the arrival 
METROPOLITAN He i ee cara 


LONG is LAN D__fiiees alee Ryan’s bright young men, picked 


a d 1 wife from the ranks of the Jun- 
66m 9? _ ey ior League... 
at - Paes A. E. Marshall, president of 


“ ee 


: oa Rumford Chemical Works, and 
MARKET > ig Hr his associates in the making and 
Take marketing of Rumford baking 

om powder, have a super celebration 

slated for June 23, in honor of 
the 80th anniversary of the bak- 


ing powder industry. Train, plane 
and boat trips to Providence, 


U. S. A. and the Review-Star is the one local THREE DECADES make signs. When Reach replied June 10 with & Frontier Sram & 


in the affirmative, Gulick told cage on wit auitiie th a 
him to come back with one read- $1,000 in Frontier money, with 
ing “All advertising inquiries re- which he may sample the various 
ferred to our agency.’ Reach attractions at the frolic. 

supplied the signs, and has been 
on the receiving end of the in- 


daily paper that blankets ‘‘A’’ Market...so... 


quiries ever since... Roberts Heads Racine 
George Koliman, advertising | Advertising Club 
production manager for Hart, Kenneth Roberts, sales manager 


Schaffner & Marx, Chicago, last | of Racine Pure Milk Company, has 
week rounded out a 30-year | been elected president of the Ad- 
career in advertising that has j|vertising Club of Racine, Wis. 


kept him with this company for Other new officers are Harold 
the entire period. Company ex- a oe manager, Ham- 
i. , _ |ilton-Beac ompany, vice-presi- 
— os tendered him a lunch dent; and Robert J. Wentsel, Webs- 
pty ter Advertising Agency, secretary- 


The British advertising 
world will be well represented at 


@ the AFA convention in New York rrib : um 
2 ee. —_ by the following delegation: Sir Me ee to Seidenba 


William Crawford, chairman of Pg mn epee dl awe. 
George Kollman, advertising production W.S. Crawford, Ltd., and presi- oo fee porte Paro 
manager for Hart, Schaffner & Marx, dent of the Institute of Incorpo- liam G. Seidenbaum Advertising 


treasurer. 


: oad j Agency, New York, to handle its ac- 
i Chicago. rated Practitioners in Advertis- aa Women’s magazines and 
te ; isan ty ye he: ‘Chand ing; George Wilkes, George | newspapers are being used. 
Pil ilkes on, Newcastle; aud Dickens, director of Knighton & —————- 
sk Standard Rate and Data Listing: Hempstead—Lynbrook—Freeport. > neni osha a 
_ Executive Offices: Rockville Centre, N. Y. 7 Cutts; Jesse Scott, director a Legion Publishing Company and Plans Newspaper Drive 
« Sle . « p é = 


A summer campaign will be 
started June 21 in 59 newspapers 
for Inecto-with-Lustrium hair col- 
oring, marketed by Sales Affiliates, 
New York. Grey Advertising 
Agency, New York, is in charge. 


vertising Association; Mat W. 
Carmel, g.m., Adsetters, Ltd.; 
Miss B. Bernam, assistant a.m., 
British Fur Trades; Harry Nor- 
ris, governing director of Step- 
ney Carrier Company; Robert 
Williamson, Amalgamated Press, 
Ltd., and past president of the 
Publicity Club of Leeds; Peter A. 
Menzies, proprietor of Peter A. 
Menzies Advertising Service; W. 
P. G. O’Brien, director of Stron- 
achs, and Peter Ryder, of Illus- 
trated Newspapers. . 

Frederic I. Lackens, adver- 
tising manager, The Hays Cor- 
poration, Michigan City, Ind., and 
bride departed after the cere- 
mony last ''riday for a month’s 
circle tour of the West. . 

Milton Simon, president of 
Simon & Gwynn, Memphis agen- 
cy, will soon trip to the altar with 
a New Orleans maid. . . Getz 
Crenshaw, v. p. of O’Callaghan 
Advertising Agency, Memphis, is 
recovering from an operation... 

“Juarez,” current movie, is 
adapted from the book, “The 
Phantom Crown,” written by 
Bertita Harding, wife of Jack 
Harding, Indianapolis agency ex- 
ecutive, . . Joe Gries, Manz Cor- 


Flanagan Joins Block 
Richard Flanagan has been ap- 
pointed sales manager and publicity 
director of William H. Block Com- 
pany, Indianapolis department store 


NOW 


9000 WATTS 


And WFBR’‘s nationally rec- 
ognized showmanship and 
merchandising policies 
GIVE MORE POWER 
to your advertising 


wai” poration, has returned from a 
2 month’s stay in California. . . 
John F. Arndt and David B. 
ieee Arndt were surprised with a Reloh Nichol 
testimonial dinner May 18, given —_ oe ee. woes 
by the staff of peed Folkner Tampa Daily Times and Station WDAE, NATIONAL REPRESENTATIVES 
Put ty aaa . shows the black mouth bass, 27 inches EDWARD PETRY & CO. 
Arndt & Co., in recognition of long and weighing |! pounds, he caught 
“ the 15th anniversary of the Phila- + th : £ Bleride’s froth K 
Oy, . ; ‘ t 
“sO delphia agency’s founding. . . ‘ : ~~ in rotor santa liars ON THE NBC RED NETWOR 
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Coming 
Conventions 


June 5-6. National 
Consumer Relations 
Buffalo, N. Y. 

June 5-7. Annual convention, 
National Federation of Sales Ex- 
ecutives, Bellevue-Stratford Hotel, 
Philadelphia. 

June 12-15. Annual convention, 
Association of Newspaper Classified 
Advertising Managers, Hotel Sen- 
eca, Rochester, N. Y. 

June 12-16. Annual convention, 
Outdoor Advertising Association of 
America, Hotel Pennsylvania, New 
York. 

June 12-17. Annual convention, 
Lithographers National Association, 
Westchester Country Club, Rye, 


Business- 
Conference, 


N. Y. 
June 15-17. Annual convention, 
Southern Newspaper’ Publishers 


Association, Chamberlain Hotel, Old 
Point Comfort, Va. 

June 16-18. Annual convention, 
Advertising Distributors of Amer- 
ica, Hotel Shelton, New York. 

June 18-22. Annual convention, 
Advertising Federation of America, 
Waldorf-Astoria, New York. 

June 18-22. Annual convention, 
Alpha Delta Sigma, national ad- 
vertising fraternity, Waldorf - As- 
toria, New York. 

June 25-29. Annual convention, 
International Association of Display 
Men, Hotel Astor, New York. 

June 25-30. Annual convention, 
Pacific Advertising Clubs Associa- 
tion, Oakland, Calif. 

July 10-12. Annual convention, 
The Exclusive Distributors’ Asso- 
ciation, Hotel Schroeder, Milwau- 
kee. 

July 10-13. Annual convention, 
National Association of Broadcast- 


ers, Ambassador Hotel, Atlantic 
City. 
Aug. 22-24. National Sign As- 


sociation convention and Interna- 
tional Sign Exposition, Hotel Ste- 
vens, Chicago. 

Sept. 11-14. Annual convention, 
Financial Advertisers Association, 
Royal York Hotel, Toronto. 

Sept. 12-13. Annual convention, 
Association of National Advertisers, 
The Homestead, Hot Springs, Va. 

Sept. 20-22. Annual conference, 
National Industrial Advertisers As- 
sociation, Hotel New Yorker, New 
York. 

Sept. 27-29. Annual convention, 
Direct Mail Advertising Associa- 
tion, Roosevelt Hotel, New York. 

Oct. 1-4. Annual meeting, Mail 
Advertising Service Association, 
Hotel Astor, New York. 

Oct. 2-3. Annual Boston Confer- 
ence on Distribution, Hotel Statler, 
Boston. 

Oct. 19-20. Annual convention, 
Audit Bureau of Circulations, Hotel 
Stevens, Chicago. 


Printing Executives 
Release Film 


Young Printing Executives Club, 
New York, has released a motion 
picture, “The Material Side of 
Printing.” 

The picture presents in seven 
parts a description of elements en- 
tering into the production of printed 
matter, subjects including paper, 
type, electrotypes, photo-engrav- 
ngs, ink, presses and binding. 


Buys “Garden Beautiful” 


A. J. T. Taylor, developer of real 
state properties for British inter- 
‘sts, has purchased the Garden 
Seautiful, Vancouver, B. C., from 
toy Wrigley Printing & Publishing 

m any. 


HEADS COAST CLUB 


Take. ty” te 7 


John C. Morse, vice-president, Dan B. 

Miner Company, who has been elected 

president of the Los Angeles Advertising 
Club. 


New Service fo 
Give Monthly Data 
on Spot Radio 


New York, May 31.—Organiza- 
tion of National Radio Records, a 
company which will issue monthly 
reports showing the amount of spot 
radio advertising used in each mar- 
ket for all products, was announced 
today by N. Charles Rorabaugh. 
Mr. Rorabaugh recently operated a 
checking service on spot radio in 
Philadelphia but has abandoned this 
venture to form the new company. 

Mr. Rorabaugh told ADVERTISING 
AGE that the success of his new 
plan hinges upon the cooperation 
extended by local broadcasters. No 
reports are to be issued for any 
market unless all stations in that 
area agree to supply complete in- 
formation on all spot business car- 
ried. 


Stations to Assist 


All statistics supplied by National 
Radio Reports will be computed on 
the basis of published gross rates 
for one-time contracts. Stations 
will not be asked to disclose any 
deals, commissions, or rebates. They 
will be asked to fill out two forms 
each month, one dealing with spot 
programs and one with spot an- 
nouncements. Reports will be clas- 
sified by advertisers and products, 
and not by individual stations. 

Mr. Rorabaugh’s organization is 
affiliated with Forshew & Jacobus, a 
research company active in radio. 
With the equipment and personnel 
of this organization at his command, 
Mr. Rorabaugh is ready to issue his 
first report as soon as he enlists 
the cooperation of all stations in 
any market. The plan has already 
been explained to a number of ad- 
vertising executives who have 
promised support. Nearly a score 
of agencies here have also expressed 
interest and two of the three na- 
tional networks have already prom- 
ised cooperation. 


Adds Public Relations 


John L. de Brueys Advertising 
Agency, Houston, Tex., has added 
a publicity and public relations di- 
vision. 


WHEN YOU WANT TO REACH 


Store Promotion 
of Cosmetics Hit 
in FTC Complaint 


Washington, D. C., June 1.—The 
Federal Trade Commission has 
filed amended complaints charging 
that two New York cosmetic and 
toilet goods manufacturers have 
violated both the Federal Trade 
Commission act and the Robinson- 
Patman act in connection with the 
services of store demonstrators. 

The first respondent and its af- 
filiates are Bourjois, Inc., Bouriois 
Sales Corporation, Barbara Gould 
Sales Corporation, Bourjois Sales 
Corporation of California and Bour- 
jois Sales Corporation of New Jer- 
sey. The second is Richard Hudnut, 
a corporation, and Hudnut Sales 
Company and William R. Warner 
& Co., all of New York. 

Violation of the FTC act is al- 
leged because the store demonstra- 
tors, while appearing to be em- 
ployed by the respective merchants 
as distinterested sales persons for 
cosmetics, are actually employed by 
the respondent cosmetic companies. 

Violation of the Robinson-Patman 
act is alleged to occur through 
granting to some customers the 
service of demonstrators when such 


services are not granted to other 
competing customers on proportion- 
ately equal terms. 

The FTC announced that these 
amended complaints comprise the 
sixth and seventh of a group of 
amended complaints concerning 
similarly alleged violations of the 
two acts with regard to employment 
of demonstrators. 


‘Magic Key’ to 
Switch to Monday 
Evening Schedule 


New York, June _ 1.—Effective 
June 26, RCA Mfg. Company will 
present its Magic Key program on 
Monday nights instead of the usual 
Sunday afternoon period. The pro- 
gram will be heard from 8:30 to 
9:30 on the National Broadcasting 
Company’s Blue network. The com- 
pany also sponsored the broadcast 
of the heavyweight bout on June 
1 between Max Baer and Lou Nova 
over NBC. The RCA account is 
handled direct. 


Jergens Renews “Journal” 
Andrew Jergens Company has re- 
newed its contract with NBC for 
Hollywood Playhouse and “Jergen’s 
Journal,” featuring Walter Win- 


chell. On behalf of Woodbury 


soaps, cosmetics and lotions, the two 
programs are broadcast on Sunday 
over 65 stations of the Blue net- 
work, the first from 9 to 9:30 p. m. 
and the second from 9:30 to 9:45 
p.m. The renewal is for 13 weeks, 
effective July 2. Lennen & Mitchell 
is the agency. 


Bayuk Continues on Mutual 


Bayuk Cigars, Inc., has renewed 
for a year its contract with the Mu- 
tual Broadcasting System for “In- 
side of Georts.” premeting Revuk 
Phillies. The 15-minute program is 
heard Monday through Saturday 
over 24 stations. Ivey & Ellington 
arranged the contract, which is ef- 
fective June 12. 


Los Angeles Club 
Elects John Morse 


John C. Morse, vice-president of 
Dan B. Miner Company, has been 
elected president of the Advertising 
Club of Los Angeles. 

R. G. Kenyon, advertising man- 
ager of Southern California Edison 
Company, has been named first 
vice-president; Tracy Moore, Na- 
tional Broadcasting Company, sec- 
ond vice-president; Albert E. 
Edwards, Standard Oil Company, 
secretary-treasurer. 


Hill to KEHE 
Ray Hill has been appointed sales 
manager of KEHE, Los Angeles. 


than ever before. 
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Nurses and Doctors 


Help Run Up the Food Bill 


If you're not familiar with the “back of the house” in hospitals, you'd scarcely 
suppose the beautiful cafeteria counter shown here belonged to a hospital. But it 
does—the picture shows an installation in the cafeteria at Harper Hospital, Detroit. 


The reason for a cafeteria in a hospital, where patients have their meals brought 
to them in bed, is really very simple. Nurses and doctors must eat, too, and one 
effective and popular way to serve them is the cafeteria method. 


The point is that no matter whether food is served to perfectly well people like 
nurses, doctors and other personnel in cafeterias, or to bed-ridden patients on bedside 
trays, hospitals consume an enormous quantity of every kind of foodstuff, and use 


equally enormous quantities of every product needed for mass cooking and serving. 


Here's a foodstuffs and food service equipment market second to none—easily 


accessible—easily reached—easily sold. 


To sell your products to this concentrated, wealthy market, use HOSPITAL MAN- 
AGEMENT, the news and technical journal of administration upon which the business 
heads of hospitals have relied for more than 20 years. Now completely revamped 
and restyled, HOSPITAL MANAGEMENT is more vital. more exciting, more resultful 


Hospital Management * 


THE SMALL TOWN MARKET 


The News and Technical Journal of Administration “% 
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. a /tend to counteract the tendency "TECHNIQUES FOR INDUCING DIRECT AND INDIRECT ACTION 
Cites Diminishing | toward diminishing returns. The 
| tendency is always there, however, Z . 
| he asserted, and “the alert adver- 


Returns in Copy 
That Is Repeated 


Rosenbloom Analysis 
Covers 28,000,000 
Coupons in 30 Years 


Chicago, June —Existence of a 
law of diminishing returns in ad- 
vertising and the basic similarity 
between industrial advertising and 
the promotion of consumer goods 
were two of the chief points empha- 
sized this week by Irving J. Rosen- 
bloom, head of the agency of that 
name, in connection with an an- 
alysis of 28,000,000 coupons, repre- 
senting about $20,000,000 worth of 
keyed advertising, over a period of 
30 years. Mr. Rosenbloom was for- 
merly with Gundlach Advertising 
Agency which sponsored the ex- 
haustive studies. 

The coupons, he contended, reveal 
principles which apply to all copy, 
whether or not it is couponed, since 
it is two to five times as easy to 
persuade prospects to go to conven- 
ient dealers as it is to induce them 


to write to the advertiser. Hence 
facts about couponed copy apply 
with even greater force to adver- 


tising designed to win sales through 
dealers, be pointed out 


Questions Cumulative Effect 


Mr. Rosenbloom said that the 
study of these millions of coupons 
indicated clearly that the law of 
diminishing returns applies to all 
advertising. That is, if the same 
advertisement is repeated over and 
over, all other factors remaining the 
same, each successive insertion cre- 
ates less desired action than its 
predecessor. 

In stressing “all other 
maining the same,” Mr. 
pointed out that any 
in season, style, 
and turnover of 


factors re- 
Rosenbloom 


improvement 
business conditions 
will 


circulation 
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| tising man must always combat it 
| by seeking new and more effective 
appeals.” 


Each Insertion Separate 


A corollary is that serial adver- 
iisements possess no special merit, 
and that each advertisement must 
relate its own complete story. 

“As far as immediate prospects 
are concerned,” said Mr. Rosen- 
bloom, “teaser copy is not as effec- 
tive as breaking right into the sales 
story. Continuity in appearance, 
layout and copy theme tends to de- 
tract from the pulling power of ad- 
vertising. 

“The most important single fact 
that the coupon analysis teaches is 
the vital importance of analyzing 
our objectives. There are different 
types of objectives in advertis- 
ing, but the one important ac- 
tion desired must be selected in 
each individual case if we are to 
prepare our advertising intelligently. 
The offering of alternatives or con- 
flicting objectives kills the pulling 
power of advertising. If direct ac- 
tion is the chief objective, brand 
name publicity must be subdued. 
Actual tests showed that the use of 
the brand name at the top of the 
advertisement detracted 25 per cent 
from the pulling power of the copy. 

“If publicity is the chief objective, 
then the brand name should domi- 
nate the advertisement, with sales 
talk merely incidental. If the ob- 
jective is to sell the idea of calling 
on dealers or writing for more in- 
formation, then certain facts must 
be omitted to stimulate readers’ 
curiosity.” 

Mr. Rosenbloom said that tests 
made to prove the most effective 
size of illustration in relation to 
size of space showed that the adver- 
tising pulled best when the illustra- 
tion occupied dominating space. In 


typography and artwork, legibility 
and display are more important 
than beauty. At the same time, 


balance and ease of reading are im- 
portant factors in making advertis- 
ing more effective. 

He said that position is important 
and that back covers often outpull 
inside copy three to one. On most 
keyed copy, he reported, the best 
record was made by small space. 
Thus, he concluded, if larger space 
is used the problem resolves itself 
into making the most advantageous 
use of the additional space. 
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Coupon research, according to the analysis in the accompanying story, indicates that if direct action is desired the brand 
name at the top of the layout may reduce results by as much as 25 per cent. 


For direct action best results are said to 


be obtained by illustrating the product as prominently as possible, as shown in this LaSalle advertisement. 
offer demonstrates how an advertiser subdues the brand name in contest copy designed to assure maximum results. 


The Ivory Flakes 


Many Advertisers | 
Lend Support to 
Milk Promotion 


Chicago, June 1.— Milk stepped 
into the promotional limelight today 
with the National Dairy Council 
and a host of other organizations 
cooperating in a wide variety of 
merchandising activity for Dairy 
Month. 

Milton Hult, president of the 
Council and chairman of the Dairy 
Month Committee, officially 
launched the program today with 
a special broadcast over NBC’s 
Farm and Home hour. Many other 
radio advertisers have announced 
their intention of lending advertis- 
ing support to the beverage on reg- 


ularly scheduled broadcasts. 
List Includes Ten 
This list includes such well 


known shows as The Voice of Fire- 
stone, Kraft Music Hall, the sport 
broadcasts of Adam Hats, and many 
other shows sponsored by General 
Foods Corporation, Quaker Oats 
Company, Loose - Wiles Biscuit 
Company, Standard Oil Company, 
Ralston Purina Company, Borden 
Company and General Mills. 

In addition, approximately 85 or- 


ganizations included in the Insti- 
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F % This Advertisement is dedicated to 


the man who feels that there surely must 


be a better and simpler method . . 


. some- 


7 where .. . to handle the production require- \ “ 
ments of his advertisements and printed 7 ‘jl 

pieces. Today there’s a ONE best way in ey a4 

everything. Why order your cuts from one a j 

concern —typesetting from another, blocks 

away —and then give your printing to a firm ¥ 

even farther distant? Try the Faithorn COM. | | 

PLETE SERVICE route. It will be NEW—and i 

you'll be glad to join our long list of satisfied ‘ 


customers. Write, or phone Wabash 7820 


AD-SETTERS - PRINTERS - ENGRAVERS | * 


“we SHERMAN oe” ae Ls WABASH 7820 


tute of Distribution and the Limited 
Price Variety Stores Association 
will devote special attention to the 
promotion through store displays, 
parades, contest and other devices. 
The Council is supplying “Dairy 
Month Kits” at cost to all coop- 
erating stores. 

Ice cream, butter and cheese and 
other dairy products will also be 
featured as well as the undiluted 
beverage. Further publicity is ex- 
pected in publication in newspaper 
food pages of special milk menus 
and in the proclamations to be 
voiced by several governors lending 
official status to the drive. 

The 1938 promotion brought an 
estimated 20 per cent increase in 
milk and milk product sales. June 
is selected as a particularly fitting 
month because milk production 
reaches a high mark during the late 
spring and dairy farmers are faced 
with a substantial problem in sell- 
ing their output at fair prices. 


Latex Adds Two Items 


International Latex Corporation, 
New York, has begun national dis- 
tribution of two new Latex prod- 
ucts: Playtex cosmetic band, to hold 
hair in place while makeup is be- 
ing applied, and Playtex skirt panel, 
to keep skirts from wrinkling. Na- 
tional promotion plans have not yet 
been formulated. The account is 
handled direct. 


Gets Foreign Accounts 


Irwin Vladimir & Co., New York, 
has acquired the foreign division, 
including staff and equipment, of 
Maxon, New York, and will service 
all the Maxon foreign accounts. 
Irwin A. Vladimir, president of the 
recently established agency, has 
been account executive and chief of 
the Maxon foreign division for the 
past six years. 


Fawcett Cuts Cover Rate 


Effective with the September is- 
sue, Fawcett Publications, New 
York, will reduce the price of the 
inside color cover of the Fawcett 
Women’s Group to $5,000. 


Thomas Adds Devne 


Irving J. Doyne, formerly with 


Siebel Publishing Company, Chi- 
cago, has joined the advertising 
sales staff of Thomas Publishing 
Company, New York. 
To Kelly-Smith 

The Times-Dispatch, Richmond, 


Va., has 
Company, 
advertising 


appointed Kelly-Smith 
New York, as national 
representative. 


Sales Experts to 
Offer Own Formula 


on Distribution 


Philadelphia, June 1.—Sales man- 
agement’s point of view on how to 
step up distributive efficiency is 
scheduled for analysis here next 
Monday when the National Federa- 
tion of Sales Executives opens its 
convention at the Bellevue-Strat- 
ford hotel. 

An annual highlight of the three- 
day conference will be the presenta- 
tion of the Howard G. Ford award, 
given to that business “which, dur- 
ing the calendar year, shall have 
made an outstanding contribution to 
sales management by the observ- 
ance of the fundamentals of market 
research, advertising, merchandis- 
ing and sales management.” Ralston 
‘urina Company, St. Louis, won the 
award in 1938. 


Wilson to Speak 


On the program are R. S. Wil- 
son, vice-president of Goodyear 
Tire & Rubber Company, who will 
talk on “Developing New Markets,” 
and William H. Harrison, vice- 
president of American Telephone & 
Telegraph Company, whose subject 
is “Corporate Teamwork Creates 
Effective Sales Distribution.” 

Other speakers include Leon C. 
Stowell, executive vice-president of 
Underwood-Elliott-Fisher Company, 
on “Can Sales Management Be Re- 
duced to a Formula?” C. H. H. Wei- 
kel, manager of commercial re- 
search, Bethlehem Steel Company, 
will discuss “Commercial Research 
as it Affects Distribution.” Dr. N. 
H. Engle, acting director of the Bu- 
reau of Foreign and Domestic Com- 
merce, will talk on “Sales Manage- 
ment in the Public Interest.” 

The Philadelphia Sales Managers 
Association will be host. 


. . uo 
Sponsor “Michigan Days 
Twenty-six chain stores are spon- 
soring “Michigan Days for Michi- 
gan Prosperity” to promote con- 
sumption of Michigan products, 
increase farm income and step up 
industrial employment. Newspa- 
pers and displays are being used 
The campaign will continue through 
June 10. 


Wheeldex Names Best 


Wheeldex Mfg. Company, New 


York, has named Frank Best & Co. 
New York, to direct its account 


Business papers will be used. 


PORTS AN INCREASE OF 157%, 


FISHING FOR MORE BUSINESS.” 


THE CONTEST DEPARTMENT 
THE DARTNELL CORPORATION 


ANEW DARTNELL SUMMER SALES CAMPAIGN 
TO HELP YOU INCREASE SALES THIS SUMMER 


BOB WHITE. SALES MANAGER FOR ECKERSON FRUIT CANNERS. INC., RE- 
OVER LAST YEAR'S SUMMER SALES THROUGH 
USING THE 1938 DARTNELL SUMMER SALES CAMPAIGN. DARTNELL HAS DE- 
VELOPED A BRAND NEW SUMMER DRIVE FOR 1939. 


IF YOU SELL THROUGH SALESMEN OR 
DEALERS SEND TODAY FOR FULL DETAILS TO: 


THEME: “LET'S GO 


— 


4660 RAVENSWOOD AVE. 
CHICAGO, ILLINOIS 


— 


oF ». ' of tall 7B te ye pers nat a, 
7. ¥ F ‘ f . i a ae J « - ra J er, = . 5% ieee sigs ie 5 » ee F F wt eg cl tee kee > r - ce . Pre ee aa ee 3 ra = <M A ¥ x . 
eh 
gel Wan 5 — > AA". Yh . 
. INDERWOC — Got Gort radii 
ig | . _ ey) eas Xs = | pt as P », 4 
a 1 pe as i ele 4 a - X VERPOOS” -tutiy > 
a * ) See ae ae ay, Se es ! ee a ue is mam Fears Wee -a Bri oa “eh teat 8 
a ay eae ely, . eee. ae | ee ‘3,000 GRAND CASH PRUE 
: | pragee § — A. ; a. ogres Ls pla oa) —— ple TER 100 Pree oo RUE . 
ae ee "foe ee Tn Pee oe B08 a aes ary NY 
er ee coe! aie Z # Say ae ¥ J 3 ; 
Le — ey can he —ciiadialatit i a . - a) i 
ae | Bet a a s , Fit a — ~. ” yi? of a “9 4 
: ig ae ee oh “4 c=] ee Ler = a 
ae ies be ‘i i ny PND ' ime ino - A ca bie #3. ‘a Be me : ® Sale Fone ae abe =. * f 
wre i OS SS Pag eR ee a ie re 2 Croat hae eee = holes ee aie + 22°55 
ee eee ie 3 eS ey ays en lee "emprecintaipen ee Ri aa Sag ; 
“Se Mera ae Pe ee aes = BASS press here = 
i DSEZ Ss ee, A Ss 7 Ses % , de fay 4 PY yn 4 * ~ SC Ure o2 ut a 
= are ee ” wa tg he r ere ae: is oT pe > a a, a 
‘ ved “es eas a a “i Ae 7% — £ ra PP gs a 6 >, i : oo oe Cay : 
f* —  —— m “Sie Roos weedy} ox hl Gt Ta ’ : 
aa “ae a * ee ary rs : - ee 24 7 & 
= ig es ie ee _— a Fa ; 
id “ eee . =r 
] 4 > ; Bi Bee fo ails 
¢& hh gs Z ( é rises ' 
= . oe 2% OO Le sdkio. ramanck ony Bonne . - “ 
nae argct WC tees sed 
vw | be . 4 ae oe ‘ ad : : 
i? 7 | po ae Va ' weg ‘ ss % a ene = 
a < | gE ES SS Eh Ort Elen o 5 i ; 
| gs 
sm ry a ee ee 
yas ee cal 
Sere 
ase. 
oe 
es 
fi | | 
aie. = | i 
oe) <eee \ . os F 
ee iF sy | 
esas ( ul 4/ j 
Hf 
Beg 
_—s 
_ \ a 
o. 7 - 
aa as | ee 
| 
: | re 
| 
a 4 q Bs, - Ke wn $>, ‘ me es. es ; - : ae F 4 Ng : ‘ ee 4 | 
; ' : ie 7 as ° y * é se t ; 
ae : %) 4 é § : * m8 ¥ cd 
one’ " j . a : x P 4 r a apa | 8 s = 
— a ; ie ay GE (foe oe Pee es ee on fal oe ee 
* } sales erare.4 ” a A Pe Reet : 
: > - “ 4 
or . f 
- . = | 
| ee i 
. ee : : 
1 
; oA 
4 : "ty 
SS ee | Et 
| ee 
| | po Po 
' | ee 
ta = ; se aa i. res - ; he _ : Piet, x , oe eee } f r — ~~ i 
7 7 t » 2. o ey a 55 ‘ rh - Mg LY 45 ~% e: < ins ‘3 oe yo + 
+2 . ° \ Tt P * | 
, is \ ie ° } $a: . 
: ‘ "; : | 
eo: Oe | 
3 
€ »\ 2 oo EEE i. . | 
“+ 0 \A $7.8. N20, CM Ow ele. wwe 
Pirin » 
ae 
Ea ee 
1m es , : ; . : - a oie sf aa oe « . ‘ i : : ae re; ' 


June 5, 1939 


ADVERTISING AGE 


THE MARKET DATA BOOK 
AT WORK «> ttinver 304 «series 


We have asked a cross-section of recipients of the 1939 edition of the Market Data 
Book Issue of Industrial Marketing for specific examples of their use of the book. 
Presented here is the third batch of excerpts from their replies (original letters 
are in our files). In every case, these comments show the Market Data Book 
actually at work. General comments and aimless back-patting are omitted. 


Case No. 16. 
Rhode Island agency: 


“I just couldn’t live without the 
book! From the time it appears until 
after the next year’s schedules are com- 
pleted I cart the thing around with me 
here, there, and everywhere. My use 
to date has been largely one of refer- 
ence on rates, but I have used the mar- 
ket data information on certain fields 
which were new to me—canning and 
dairy for example during this last 
year.” 


Case No. 17. Illinois 


manufacturer: 

“I keep this book in my desk for fre- 
quent quick reference. It is perhaps 
used more at the time we are arranging 
our advertising schedule for the coming 
year. Although as a matter of prin- 
ciple we are opposed to special issues, 
we do break over once in a while, and 
in such case, I usually check with The 
Market Data Book to verify both the 
market and the publications we are con- 
sidering. It is difficult to cite one par- 
ticular instance where we have found 
the use of The Market Data Book val- 
uable because I use it frequently to 
check on market information in various 
industries, as well as to get information 
regarding the available publications in 
the different industrial fields.” 


Case No. 18. 
Massachusetts 
manufacturer: 


“We have found your Market Data 
Book very helpful in the past year or 
so in getting quick ideas of the extent 


and trends in some markets for which 
we were considering manufacturing 
new products. The only time it has 
failed us was in the last week, when 
we wanted to know the number of 
looms there were operating in the silk 
and rayon industry. We found it for 
the cotton industry, but not for these 
textile ones.” 


Case No. 19. New 
York agency: 


“T used The Market Data Book in 
making up a list of photographic pa- 
pers and a list of chemical papers. The 
general data about specific industries 
is very helpful. The data on the mag- 
azines in the field is efficiently pre- 
sented.” 


Case No. 20. 
Michigan 
manujacturer: 


“T have cleaned out one complete 
drawer of miscellaneous information 
which your data book covers.” 


Case No. 21. Illinois 
manufacturer: 


“During the past few years I have 
found opportunities to use new fields 
and to promote new products. In this 
connection, it has been much handier 
to turn to the proper section in the 
Market Data Book, consequently I 
have developed a habit of using it quite 
a bit. Several years ago, when we first 
started advertising a new product, I 
turned to the Cement and Quarry 
Products Industries section for infor- 


mation on all publications in the rock 
products field. We selected two pub- 
lications from the group and have used 
them since that time. At the present time 
we are gathering data on a particular 
field and have referred to the proper 
section in the Market Data Book for 
the basic information on publications. 
We will no doubt select one of these 
publications in the near future for a 
test campaign.” 


Case No. 22. Illinois 
manufacturer: 


“Our space advertising activities 
until recently have been nil, but in re- 
cent months we have started a couple 
of campaigns in a small way and ex- 
pect to enlarge these a little. Your 
Market Data Book has been of espe- 
cial assistance to us in enabling us to 
find our way around in a relatively un- 
familiar business. Specifically, we have 
used the information for checking avail- 
able media in various fields, particu- 
larly wire winding, silk and rayon, and 
dry food products. In addition, we 
have used it for a few minor special 
investigations.” 


Case No. 23. Pennsyl- 
vania manufacturer: 


“I use the book, and it is the only 
information of the kind which I keep 
on file. We frequently refer to it for 
market information and in looking up 
the publications available in a certain 
field. Just a few moments ago, some- 
body wanted to know if I could get 
them the address of the American Pe- 
troleum Institute. I immediately found 
it in the Market Data Book.” 


The Market Data Book, as these comments and others to follow show, 
fills a remarkable place in the marketing and space buying plans of all 
kinds of companies and all kinds of agencies throughout the country. It 
is the one place in which market and media information are presented 
side by side, giving the user acomplete picture. Plan now to be adequately 
represented in the next issue, to be placed in users’ hands October 25. 
Industrial Marketing, 100 E. Ohio St., Chicago, 330 W. 42nd St., New York. 
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Canadian House 
Fights Pessimism 


Single Handed 


Underwood Typewriter 
Seeks to Create Favor- 
able Buying Mood 


Toronto, May 31.—In the hope of 
creating the optimistic frame of 
mind which makes the public mind- 
ful of its blessings and causes it to 
renew its buying, Underwood Elliott 
Fisher, Ltd., has started a series of 
“business editorials,” comprising 
four pieces of newspaper copy. 
Though but two have appeared thus 
far, the advertising has created 
widespread comment in Toronto 
and Montreal. 

One of the advertisements pointed 
out that the nervousness which has 
been evident in Canada may cause 
postponement of the purchase of 
luxuries, but cannot delay buying 
of necessities. It recited these sta- 
tistics: 

“Eleven million Canadians are 
still consuming as much food as 
they ever consumed; 11,000,000 Can- 
adians dress as well as they ever 
dressed; 11,000,000 Canadians are 
better sheltered than ever before; 
11,000,000 Canadians own more mo- 
tor cars than ever before; 11,000,000 
Canadians have greater average in- 
comes than ever before,” and so on. 


An Envied People 


Another unit in the series dis- 
cussed the European war scare, 
chiefly responsible for the pessi- 
mism in Canada. It said that the 
possibility of war is remote, and 
ended up with this encouraging 
statement: 

“There is no nation of 11,000,000 
in Europe or no group of 11,000,000 
people within any European state 
that would not gladly change places 
with the 11,000,000 residents of Can- 
ada. You have peace, you have a 
high standard of living, and you 
have in abundance all those things 
that make life worth living.” 

The final advertisement in the 
series will make another strong ap- 
peal to Canadians to live normally 
and calmly, regardless of what the 
future may hold in store. 

“To do nothing,” it will say—‘to 
wait for an unknown something to 
happen before venturing, is a form 
of mental defeatism unworthy of 
the spirit of those who founded this 
nation, and by their faith and cour- 
age and enterprise and industry, 
laid the foundations of Canadian 
business.” 


To “American Weekly” 


Joseph E. Bloom, who resigned 
several months ago as vice-presi- 
dent of Blaine-Thompson Company, 
New York, has rejoined the sales 
staff of The American Weekly, New 
York. 


Goldsmith to Overland 


Louis Goldsmith, formerly with 
Rauchbach - Goldsmith Company, 
Newark, has joined Overland Trunk 
Company, New York, to direct sales 
and advertising. 


\Cankidtinte te | VICE-PRESIDENTS GANG UP Gulf Oil Copy 


Study Recreation 
for Employes 


Chicago, June 1.—An important, 
but hitherto unexplored phase of 
employe relations will be scruti- 
nized by representatives of man- 
agement and labor here June 14 
and 15, when the Chicago Regional 
Conference in Industrial Recreation 
holds its first meeting. The activity 
is under the auspices of University 
College of Northwestern University. 

In addition to well known indus- 
trial executives and labor leaders, 
the National Labor Relations Board 
will also be represented at the con- 
ference. Discussions will center 
about the social implications of 
recreational facilities afforded by 


P i : . tensive newspaper advertising done 
D. W. Thornburgh (seated behind desk), CBS Pacific Coast vice-president, gets i . 
an earful of advice from three other CBS vice-presidents, W. B. Lewis, Mefford by the company in two years. 


J 


Marks Acquisition | 
of Pure Oil Line | ( 


(Continued from Page 1) 


of his customers, together with a f, 
sign tying in with the Gulf slogan 
—‘Go Gulf . . . We Did!” The 
campaign was placed’ through 
Young & Rubicam, where it was 
learned that subsequent announce. 
ment copy will appear throughout 
the territory. Plans for further 
promotion beyond the initial an- ; 
nouncements have not been com. 
pleted to date. ta 

It was said by a company spokes- W 
man that the campaign begun by fF ‘ 
Gulf today constitutes the most ex. A 


industrial companies. Ryan and H. V. Akerberg, visitors from the network's New York headquarters. r 

A survey recently concluded by . d 
the conference called attention to| ~~~ 4 nik a *| O'Neil Moves 
the fact that consumer liquor pur-| sports equipment and_ supplies} The 1936 advertising outlay of the William O’Neil, New York indus- in 
chases last year totaled four bil-| were $40,000,000. In the Chicago| sporting goods industry was placed | trial designer, has moved to larger al 


lion dollars while expenditures for| area the ratio was 


about 220 to 1.|at $1,200,000. 


TODAY'S HOT T 


LOWELL THOMAS, Sunoco News Voice of the Air and Ace Commenta- 
tor, says, ‘““The hottest news in years is taking place right in our own 
back yards. We're witnessing the awakening of a third of the nation's 
population. In the span of a few years farmers have acquired a modern 


IP FROM RADIO} 


<> Seale. pla aia teh 


way of living that it took generations for the rest of us to learn. If yo" 
don't think our farmers are riding hell-bent for modernity, you owe 
yourself a trip to rural America, where a brand new generation is going 
to town—in the country!”’ 
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Newspaper, Utility 
Groups Prepare 
for AFA Conclave 


Gov. Stark Named as 
Guest Speaker for 
Convention Banquet 

New York, June 1.—Departmen- 


tal programs for two groups which 
will meet here concurrently with 


the Advertising Federation of 
America, June 18-22, were an- 
nounced today. These are the 


Newspaper Advertising Executives 
Association and the Public Utilities 
Advertising Association. 

Col. Leroy W. Herron, advertis- 
ing director of the Washington Star 
and president of the NAEA, will 
give the opening address to the 


newspaper men. Others on _ the 
program include C. E. Phillips, ad- 
vertising manager of the Star and 
Register Republic, Rockford, IIL, 
who will discuss the advertising ex- 
hibit as part of the national con- 
test, and Louis Tannenbaum, ad- 
vertising manager of R. H. Macy & 
Co., who will outline this store’s 
copy testing plan. 

A symposium on local advertis- 
ing will have as participants Buell 
W. Hudson, advertising manager of 
the Woonsocket Call; F. B. Hurd, 
advertising manager of the Provi- 
dence Journal; Sid R. Phillips, ad- 
vertising director of the Ohio 
State Journal; William Ellyson, Jr., 
business manager of the Richmond 
News Leader, and George R. Gould, 
director of advertising of the New 
Haven Register. 


Hirschmann on Program 


Among those from outside news- 
paper ranks to address the group 
will be Ira Hirschmann, advertis- 
ing director of Bloomingdale's, 
New York; William G. Palmer, vice- 


president of the J. Walter Thomp- 


son Company, and H. W. Bissell, 
Sears, Roebuck & Co. 

Irwin Maier, sales manager of 
the Milwaukee Journal; Wilder 
Breckenridge, sales manager of the 
Bureau of Advertising; George 
Benneyan, research and promotion 
director of the Bureau, and other 
executives of the American News- 
paper Publishers Association will 
participate in a clinic session on 
national advertising problems. 


Hearst Expert to Talk 


Howard F. Weeks, president of 
the PUAA, announced that this 
group would hear Floyd Carlisle, 
chairman of the board of Consoli- 
dated Edison Company, and Merryle 
Rukeyser, economic writer for In- 
ternational News Service. Others 
on the utility program are Thomas 
Carens, vice-president of the Bos- 
ton Edison Company; Kenneth 
Magers, Cincinnati Gas and Elec- 
tric Company, and Al C. Joy, of 
the Pacific Gas and Electric Com- 
pany, San Francisco. 

Gov. Lloyd C. Stark 


has been 


(-- 


I 


ence on farms than in cities! 


F you have slightest doubt of this— 
ask Lowell Thomas, today’s hot news- 
caster on “‘rural air’’, whose rapid fire 
delivery of the world’s news wins him an 
even larger share of the total radio audi- 


Use your own yardstick and you'll find 
that rural tastes are as similar to those 
of urbanites as they are different from 
the rural tastes of one short generation 


This new farm thinking demandsa new 
kind of farm magazine—smart, colorful, 
thought-provoking. Have you seen the 
new Country Home Magazine? Pick upa 
copy and see the modern outlook of rural 


America reflected in every article. Note 
the profusion of four color illustrations, 


its fast pace, its brilliant style. Farm 
facts made exciting! That is what keeps 
our reader mail bags burgeoning these 
days (we’ve had more letters from read- 
ers in the first four months of 1939 than 
in the entire year of 1937)! 


And that is why—more farmers 
SUBSCRIBE to The Country Home 
than to any other magazine! 


“Country Home Magazine 


THE MAGAZINE OF FARM MARKET “A” 


THE CROWELL PUBLISHING CO., 250 PARK AVE., NEW YORK 


vail ago. Today’s farmer shops and markets 

in ten cities instead of one. . . He thinks 

nothing of taking his whole family fifty 

miles to a movie . . . He sends his sons 

and daughters off to college and catches 

= § “Pon the best sellers while they're away. 
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owe 
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BALANCED PLATE means 
that the silver ix properly dis- 
tributed on the back where 
the wear comes. 0°) of the 
Overall Plate is on the front; 
60°) on the back... and the 
extra Overlay is scientifically 
balanced so that the back of 
spoons and forks will wear as 
long as the front. 


BUY BALANCED PLATE 


CROSS SECTION OF 
TEASPOON BOWL 


SUVER OF FRONT 
soo 
me TAL oF s*008 


J 
rege) -Svemiav 
‘This cross-section of @ tea- 
spoon bew! shows in prin- 
\ ciple how olf apowns and 
\ forks are protected by Hal- 


anced Plate 


“I Costs No More 
\ pa - 


f 
(/ f 
\ ; 
gy 
i 
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to yourself the 
superior Value of Oneida 
Hotel Plate. Send We (to 
cover the cost of mailing) 
for sample Spoon sad 
Manual of Quatity. 


uatieee cores i 
Available | a 


ONEIDA HOTEL PLATE 


By the Silversmiths of Community Plate 
ONEIDA LTD. & © *® ONEIDA, N.Y. 


In presenting its sales story to the institutional field, Oneida, Ltd., dramatizes 
comparisons between the protection features of everyday articles and its silver 


plate. 


One of the insertions in the campaign, appearing in Institutions, is 


shown here. 


named as guest speaker at the eine | 
eral AFA convention banquet to be | 
held Monday night, June 18. A ball | 
will follow this banquet with 
music by Peter Van Steeden’s or- 
chestra. 

Another general feature of the 
AFA conclave announced today, 
will be a three-part discussion of 
a “United Front for World Pros- 
perity.”” Matthew Woll, vice-presi- 
dent of the American Federation of 
Labor; Henry Grady, member of 
the United States Tariff Commis- 
sion, and a third speaker to be se- 
lected from industry, will partici- 
pate in this session. 


Agency for Sun-Gold 


California Fruit Products, Los 
Angeles, has appointed General 


Advertising Agency, Los Angeles, to 
handle the advertising of Sun-Gold 
food products. Newspapers are 
being used. 


Compton Adds Van Why 


Charles M. Van Why, formerly 
with Singer Sewing Machine Com- 


pany, New York, and previously 


with Young & Rubicam, New York, 
has joined the traffic department of 
Compton Advertising, New York. | 


y Niles BP” ¥ 


Sloan Foundation Gives 
Chicago U. $40,000 

A grant of $40,000 to the Uni- 
versity of Chicago has been made by 
the Alfred P. Sloan Foundation to 
improve and experiment with the 
University of Chicago Round Table, 
a weekly Sunday morning broad- 
cast, which provides informed dis- 
cussion of national and international 
problems. 

The foundation was established 
by Alfred P. Sloan, Jr., chairman of 
the board of General Motors Cor- 
poration, who has given it an en- 


dowment of $10,000,000 in securi- 
ties. 


Two Name Bryant & Starr 


Haddorff Piano Company, Rock- 
ford, Ill., has appointed Bryant and 
Starr, New York, to handle its ac- 
count. Magazines will be used for 
Haddorff-Vertichord pianos. Wil- 
liam C. Otto Associates, Inc., New 
York, has also named the agency to 
handle promotion of Wilco station- 
ery. Newspapers will be used. 


Cornelius BBDO Director 


John C. Cornelius, vice-president 
in charge of Western offices of Bat- 
ten, Barton, Durstine & Osborn in 
Minneapolis, has been elected a 
director of the agency. 
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Promotion 
Review 


There’s good news floating about 
in the promotion material of more 
than one publisher these days. 
Fawcett Women’s Group, for exam- 
ple, reports the highest July adver- 
tising revenue of any July issue in 
the company’s history—40 per cent 
ahead of the same month last year. 
You closed its summer issue with 
a revenue increase of 329 per cent 
over last summer, larger than any 
previous issue of the magazine with 
the exception of last Christmas. 
And the May 21 issue of This Week 
carried the largest volume of any 
issue in the magazine’s history, 
both in revenue and linage. 

* * io 


“Soundings” is the title of a very 
neat brochure just issued by Ross 
Federal Research Corporation to 
give a complete over-all picture of 
its services and facilities. It is 
printed in dignified style, one 
color on laid paper, except for a 
two-color map in the center, and 
the final touch is provided by a 
presentation page, in which the 
name of the recipient and the num- 
ber of the volume are written in. 

1 ca a 

Attractive promotion piece sent 
out by The Country Home is a die- 
cut brochure speaking of tough 
jobs—the particular tough job in 
question being “to edit a farm 
magazine so personal, so vital that 
responses from readers zoom over 
200% in 1938 and then to keep 
reader fever so hot that last year’s 
mail record looks like sissy stuff 
this year.” The brochure is cut 
into the shape of a very, very tough 
hombre, and his figure appears on 
every right hand page, as_ back- 
ground for illustrative material. 

* a * 

Unusual appeal stressed by the 

New York World-Telegram in a 


Fore... 


the finest vacation ever... 
come to the famous 


Buckwood Inn 


AND 


Shawnee 


2 HOURS from 
New York or Philadelphia 


Country 
Club 


® OUTDOOR SWIMMING 
POOL 


® FINEST GOLF COURSE IN 
THE EAST 


® BOATING AND FISHING 
® 125 ROOM HOSTELRY 
@ EXCEPTIONAL CUISINE 


® DANCING NIGHTLY IN 
GRILL 


® AMERICAN & 
EUROPEAN PLANS 


@ EXCLUSIVE CLIENTELE 


Send for Booklet and Rates 


SHAWNEE-ON-DELAWARE 


PENNSYLVANIA 


: 


& 


: ™. 
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Inspecting the exhibits of 200 original 
drawings and printed specimens created 
by Chicago's ''27 Designers,’ Miles J. 
Sweeney, head of Sweeney, Straub & 
Dimm, printers, and Burton Durkee, pro- 
duction manager of Botsford, Constan- 
tine & Gardner, Portland, Ore., prepare 
the material for Pacific Coast advertis- 
ing men. 


fair from 18 cities will reach for the 
New York paper that carries the 
familiar Scripps-Howard lighthouse. 
This will provide a bonus, says the 
World-Telegram, “of hundreds of 
thousands of Scripps-Howard vis- 
itors who have confidence in the 
World-Telegram because it’s their 
home-town paper in New York.” 
od * a 


One of those let-downs we all 
get occasionally came to us the 
other day when we opened the in- 
triguing feminine note delivered to 
our desk. At the top of the pep- 
permint-stick notepaper were the 
initials IND, and then the intrigu- 
ing opening, “Will you keep it a 
secret that I wrote this letter to 
you? It is for your confidential 
information, and I know you will 
appreciate having it.” 

From there on it got worse—or 
better—depending on your view- 
point: 

“All of my women friends find so 
many features and articles of in- 
terest in the daily and Sunday Star 
that they wouldn’t miss reading it 
a single day. 

“We also shop from Star adver- 
tising for it is so convenient to plan 
the day down town after seeing 
what the stores offer in the morn- 
ing. 

Sincerely yours, 
Mrs. INpIA NAPOLIS.” 


* ad “ 


Colorful die-cut pieces continue 
to pour in from radio stations, the 
collection on our desk at the mo- 
ment including two pieces from 
WCCO, Minneapolis-St. Paul, one 
from KNX, Los Angeles, one from 
KPO, San Francisco, one from 
WEAF, New York, one from WJSV, 
Washington, one from WCAO, 
Baltimore, another from WRC, 
Washington, and several from the 
nets. All are attractively done, 
with die-cuts, color and eye-stop- 
ping art work used without stint. 

. * * 

Time's latest printed piece is 
called “9 Surveys That Time Didn't 
Pay For.” It gives the results of 
surveys made by other publications 
and other organizations in which 
Time showed up well. 


Industrial Advertisers 


‘Plan Copy Display 


| judgment 


An exhibit of the best current 
industrial advertising will be a fea- 
ture of the 1939 conference of the 


National Industrial Advertisers As- | 


sociation, scheduled for September 
in New York. 

Awards will be given for the best 
20 panels, and in addition to the 
official jury, the “Copy 
well known copy critics for Indus- 
trial Marketing, will render their 
The two ratings will be 


separate. Robert L. Ware, of the 


| Western Electric Company, is chair- 


man of the 


mittee 


NIAA exhibit 


com- 


Chasers.” | 


GRAPHIC esas revIEW Index of Retail Activity in 80 Important 


Markets 


Based on total retail advertising volume in all newspapers in each city. 
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(Copyright, 1939, by Advertising Publications, Inc.) | 
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Total wees. eR 398,699,795 401,129,951 9.8 +O.¢ 19,274,291 20,698,433 + 
"Akron Times-Press discontinued Aug. 28, 1938 ania a = 
*New York American discontinued June 24, 1937. 
tBrooklyn Times-Union discontinued June 8, 1937 
§Journal and Sunday American discontinued June 8, 1937 
*Daily Ledger discontinued June 23, 1937. 
**News-Times discontinued Dec. 28, 1938. “ 
t'Milwaukee News discontinued Jan. 14, 1939 
OkKlahoma News discontinued Feb. 24, 1939 
‘* Worcester Post discontinued Oct. 1, 1938 
§§Spokane Press discontinued March 18, 1939 
777St. Paul Daily News discontinued April 30, 1938 
tChicago Herald & Examiner reduced to tabloid size Sept. 1, 1938. 


| 
Crowell Changes Name 
Crowell Publishing Company, 
New York, is now officially Crow- 
ell-Collier Publishing Company. 
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Ma 


Cdvéutisi 


The rates for this department are as follows: 


“Help Wanted,” 


cash with order. 


“Positions Wanted,” 
“Representatives Available,” 30 cents a line, minimum charge §1. 


“Representatives Wanted,” and 


Terms 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 Iin., 


$4.75 per inch. 


Write for folder describing discounts for term insertions. 


POSITIONS WANTED 


T 
' 


HELP WANTED 


Reliable saleswoman and 
»erieneed in national sales, sales pro- 
all phases of advertising, 
nts sponsor. Direct mail and radio 
‘ vaigns desirable. Young, unmar- 
| and protestant. References ex- 

nt Salary preferable. 
1781, ADVERTISING AGE, Chgo. 
COPY WRITER—Young, with complete 
y experience, needs new con- 


fox 1782, ADVERTISING AGE, Chgo. 
Copywriter and production man—14 
vrs, exp. all phases agency procedure. 
sales promotion, merchandis- 
i Trained public speaker. Age 34. 
{gency or manufacturer. 
Rox 17838, ADVERTISING AGE, Chgo. 
DISTRESS SIGNAL from woman 
pywriter who wants a better job! 
Six vears of agency and editorial ex- 
nerience in radio, publication, style, 
heauty and promotional copy. 
Box 1784, ADVERTISING AGE, Chgo. 
UNCLE DUDLEY, 
to help an ambitious young man of 
twenty get his start in advertising. 
Two yrs. college, lib. arts. 1 yr. direct 


KNOW 


es exp. Likes people. Wants to 
york and learn. ; 

tox 1785, ADVERTISING AGE, Chgo. 
Editorial experience. 
Exeellent college record. Will prove 
bility with samples. TRY ME. 

Rox 1786, ADVERTISING AGE, Chgo. 
Young Advertising Man, 27, has ob- 
tained variety of manufacturer-retail 
experience to prove ability and ver- 
atility. Copy, layout, production 
lone for newspaper, magazine, direct- 
mail and radio media. Also trade- 
paper editing and publicity. College- 
trained. Single. Employed but now 
vant job with future. Moderate sal- 


T 


| tox 1787, ADVERTISING AGE, N. Y. 


agent, ex-| ADVERTISING 


MAN: 
|}agency experience with a successful 
background of industrial advertising 
and direct-mail, publicity and feature 
writing for house organs. Position 
will require two weeks out of every 
quarter in the field contacting client's 
customers and securing stories. Must 
prove to us he has handled advertis- 
ing in its entirety from merchandis- 
ing recommendation to final place- 
ment, including actual selling ideas 
and copy. This position has a real 
future to the right man, in an ad- 
vertising agency having a 20-year 
record for resultful advertising and 
sales promotion. This agency is lo- 
cated in a town of 35,000 population 
in Central Ohio. Do not answer this 
ad unless your past experience will 
stand close inspection. Give qualifi- 
eations, references, salary expected— 
one send photo with first communica- 
tion. 

Box 1788, ADVERTISING AGE, Chgo. 


SUBSCRIPTION MANAGER WITH 
IDEAS, BUILD OWN CREWS. MAG- 
| AZINE 12 vears old. Covers steady 
pay field. U. S. Navy Magazine, Kress 
Bldg., Long Beach, Cal., or 2 West 
46th, N.Y.C. 


Experienced man under 40 to act as 
editor of hardware trade publication. 
Should have had several years’ ex- 
perience with some hardware paper. 
Kindly send complete details. 

Box 1773, ADVERTISING AGE, Chgo. 


Manager or 


REPRESENTATIVE AVAILABLE _ 


Ad salesman, news reporter, 
writer; 18 years exp. technical mags. 
Desires Philadelphia area for good 
national trade journal. 

Box 1764, ADVERTISING AGE, N. Y. 


FOR SALE 


feature 


A HEAD FOR BUSINESS 
WITH ITS EYE ON YOU 


Attention: 4A Agencies only 
ADVERTISING COPYWRITER 


Sound, vital campaign ideas; alive dra- 
matic copy; facility for contacts. Can 
siness for agency that does. 


“Box 1778, Advertising Age, N. Y. 


SPECIAL SERVICES 


Whole Jobs for less than “Cuts” 
s Process makes it possible for 
to reproduce illustrated advertis- 


material, booklets, bulletins, etc., 
ss cost for the entire job than 
its alone would come to, if it 
printed, 


Eliminates expensive typesetting 
nd engravings on every type of pic- 
literature, anything previously 
ted, 

SHORT RUNS NO PENALTY 
500 COPIES (814”x11") $2.63 
Additional hundred copies only 
; Any size can be supplied. 
Send for free instructive Manual 


22c 


For Sale— Steel art 
green, 42” wide, 31” 
adjustable shelves, 
condition, $25. 512, 
Chicago. 


enbinet, olive 
deep, 38” high, 
Yale lock, perfect 
43 East Ohio 8St., 


MISCELLANEOUS 


LETTERS—LISTS—REPORTS 


Sales letters that “tell & sell’ com- 
posed to fit F.T.C. regulations. Mail- 
ing lists (new) compiled to fit sales- 
plans, Special personal reporting 
service on any Washington activity, 
statistical or representative. Write 
for valuable information No. 47. Ex- 
ecutives Promotion Service, Wash- 
ington, D. C. 


FREE TO LETTERWRITERS 
to Write DYNAMIC LETTERS is a 
new, thorough, practical homestudy 
course for those who wish to develop 
further their ability to write the kind 
of letters that “bring home the 
bacon.” The texts of the first two 
lessons sent for your inspection, 
WITHOUT CHARGE. Entire course 
backed by a Satisfaction-Guaranteed- 
Or-Your-Money-Back Agreement with 
no strings attached. Write for the 
two free texts and interesting folder 


How 


' ‘ . —~ “Tiny Drops of Ink Make Mighty 
Laurel Process, 480 Canal St., N. Y. C. Streams of Gold” TODAY, and take 
\ trained representative will call in| the first step towards a more success- 
York City “and Metronoliten| ful TOMORROW. Address SUCCESS 
Area _ Just phone WAlker 5-0526. No | SERVICE, P. O. Box 245, Edgemont 
gation, | Sta., East St. Louis, Illinois. 
Quimby Names Small Schenley Continues Copy 
Quimby Pump Company, New-| 3: : : 
rk, e has appointed Fred Glen in Sp scial Drive Corporation 
Small, New York, as its agency.|  cnemiey Distillers porawc 
Keit! will continue its newspaper copy in 


NOW(YOU 


“peg 


Try the Raleigh 
the next time you 
visit Washington 

. you'll be glad 
you came. Rooms 


from $3.50. 
M4 


HOTEL 


PENNSYLVANIA Ave. at iathS:.NW 
WASHINGTON, D. C. 


C.¢, Schiffeler, General Manager 


Lydiard is account executive. | 


| Metropolitan New York newspapers 
during June for Cream of Kentucky 
whisky. Copy will point out that 
visitors to the fair are bringing 
their liquor preferences with them 
and urge tavern proprietors and 
package store proprietors to “Be 
Ready when they command, ‘Make 
mine Cream of Kentucky.’ ” 

The “personality study” copy 
series on this brand will also ap- 
pear in June issues of six general 
and sportsman’s magazines. 


Hatch Joins Agency 

Fred J. Hatch, for the past 13 
years advertising and publicity ex- 
ecutive of Wisconsin Public Service 
Corporation, Green Bay, has joined 
Klau-Van Pietersom-Dunlap Asso- 
ciates, Milwaukee. Mr. Hatch will 
be located in Green Bay and will 
continue with the Public Service 
Corporation as special consultant. 


'Begins Radio Campaign 

Northam Warren Corporation, 
New York, has launched a 13-week 
station-break test campaign over 
|Stations KFI, Los Angeles, and 
|KPRC, Houston, for Cutex mani- 
|cure specialties. The announcements 
will be heard six times a week. 
J. Walter Thompson Company, New 
York, is the agency. 


* 


FREE SHOWING 


Standing room only is reported by National Biscuit Company at its New York fair exhibit. 
a brightly lighted “Puppet Parade” with colorful portrayals of the Mad Hatter's party from “Alice in Wonderland"; Old 
King Cole and his fiddlers; the Old Woman in the Shoe and 41 other scenes dear to childhood. 


Tony Sarg. Inside, NBC offers "Mickey's Surprise Party,’ a specially produced technicolor cartoon by Walt Disney. Walter 
O'Keefe presides over still another screen feature. 


FAIR VISITORS LIKE NATIONAL BISCUIT ENTERTAINMENT 


WERT) WORN nr 


The circular structure features 


All were designed by 


Consumers Vote 
on Automobile 
Feature Choices 


Detroit, June 1.—A possible guide | 
for automobile advertising copy- | 
writers is contained in the latest 
edition of the “Motorist’s Hand- 
book,” prepared by the customer 
research staff of General Motors 
Corporation, under the direction of 
H. G. Weaver. 

The report indicates that oper- 
ating economy, dependability and 
safety are the most important ele- 
ments that govern purchases of cars 
in practically all price classes, 
although in the highest bracket op- 
erating economy is not as vital a 
factor as in the low and medium- 
price classes. First cost is a com- 
paratively unimportant considera- 
tion for all motorists, the analysis 
shows. 

Other qualities, frequently 
stressed in automobile copy, yet not 


} 


Heil Presents Three 
Different Tax Measures 


Three alternative tax measures, 
all using sales taxes, have been pre- 
sented before a party caucus by 
Governor Julius P. Heil of Wiscon- 
sin. One measure would provide a 
3 per cent occupational sales tax on 
all articles. 

The second would re-enact the 
present privilege dividend tax and 
chain store tax, reduce income tax 
exemptions, re-enact the 60 per 
cent surtax on incomes, tax cigar- 
ettes 2 cents a package and assess 
a 1 per cent occupational sales tax. 
Sales tax features of the third 
would be limited to non-essentials, 
such as cigarettes, tobacco, cigars, 
liquors, and soft drink syrups, 
while re-enacting existing privilege 
dividend, surtax and chain store 
taxes and reducing exemptions on 
both individual income taxes and 
surtaxes for pension aids. 


Typography Expert 
Predicts Tabloid Trend 


Editors and publishers of the fu- 
ture will follow the trend toward 
tabloid printing, Douglas C. Mc- 
Murtrie, director of typography, 
Ludlow Typograph Company, Chi- 
cago, told the Niagara district con- 


of major importance in the opinion 
of motorists themselves, are speed, 
pickup, smoothness and ease of con- 
trol. Comfort and appearance, in 
addition to the most important ele- 
ments listed above, were also 
stressed by the consumers who par- 
ticipated in the poll. 


Dislike Lights in Fenders 


One of the most interesting points 
in the study concerned the location 
of headlights. One of the design 
innovations of many 1939 cars was 
the incorporation of headlights in 
fenders, but motorists who com- 
mented on this factor in the survey 
voted overwhelmingly for place- 
ment low, between radiator and 
fenders. Of the total vote 51.9 per 
cent was cast in favor of this loca- 
tion; while 27.4 per cent expressed 
preference for headlights in fenders, 
and the remainder for headlights 
high on radiator. 


Chicago Ad Managers 
Plan “Info” Program 


of Chicago will present its own “In- 
formation Please” show at a dinner 
meeting in the Electric Club June 6. 

Participants are Vee M. Bear, 
Schulze Baking Company; J. E. 
Bulger, Chicago Motor Club; R. E. 
Flaherty, Premier Pabst Sales 
Company, and Harley Hust, Na- 
tional Ice Advertising, with Bob 
Brown of the National Broadcast- 
ing Company serving as master of 
ceremonies. 


Shults Joins Rambeau 


Roy F. Shults, formerly with 
Compton Advertising, New York. 
has joined the New York office of 
William C. Rambeau Company, 
radio station representative. 


The Advertising Managers Club | 


ference of the International Asso- 
ciation of Printing House Crafts- 
men held recently at Buffalo. 

Mr. McMurtrie said that reading 
conditions, tastes and styles have 
changed almost as rapidly as those 
|}in feminine millinery. ‘Publishers 
| will boil down reading matter and 
use more sub-heads so that the 
reader may pick out salient points 
of the story without wasting time,” 
he commented. 


Forbes Holds Convention 

L. Rohe Walter, advertising man- 
ager of Flintkote Company, ad- 
dressed the convention of the sales 
staff of Forbes Lithograph Com- 
pany, which met May 19-20 in 
Boston. 


New Book Stresses 
Selling Power 
of Lithography 


New York, June 1.— Roger 
Stephens this week announced pub- 
lication of “Litho-Media,’ a 210- 
page volume which presents a 
graphic and factual demonstration 
of lithography’s selling power, em- 
phasizing the potentialities of each 
of the many types of lithography. 

Thirty-five authorities in lithog- 
raphy and advertising have con- 
tributed articles. In addition, there 
are 50 case histories which for the 
most part have been written by the 
advertisers themselves, 15 staff- 
written articles and 49 exhibits of 
current lithographic reproductions. 

The edition is limited to 3,500 
copies priced at $15 each and avail- 
able from Litho-Media, Inc., 19 
Rector street. 


Norris Novel on Air 
for Bisquick 


“Woman in Love,” a dramatized 
novel by Kathleen Norris, will 
make its radio debut June 5 over 


Station KYW, Philadelphia. Spon- 
sor of the show will be General 
Mills. The product is Bisquick. 

The schedule calls for five 15- 
minute shows per week. Knox 
Reeves Advertising, Minneapolis, is 
the agency. This is one of the first 
such programs to be used by a day- 
| time sponsor. 


Bolton in New Post 


J. Hubert Bolton, active in the 
retail furniture business in Little 
Rock for the past ten years, has 
been appointed manager of sales 
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U. §. Regulations, 
Labor Costs Hit 
Window Displays 


(Continued from Page 1) 


the budget. Then, too, advertisers 
reason, if they drop a newspaper 
schedule or a radio program, they 
lose preferred positions and desir- 


able time, but with window display 
they feel they can always come back 
to where they were.” 

Mr. Wertz expressed the opinion 
that the report of the Advertising 
Research Foundation on window 
display circulation and coverage 
has not clarified understanding of 
the use of the window medium, but 
has resulted in even greater confu- 
sion than formerly existed. This 
confusion arises from the failure of 
many concerns to distinguish be- 
tween the use of display as a pure 
advertising medium and as a dealer 


help. With few exceptions, displays 
have been considered as the latter. 

“There is a very distinct differ- 
ence,” Mr. Wertz declared. “Used 
as an adjunct to the sales depart- 
ment, a display helps that particu- 
lar store. Employed as a _ pure 
advertisement, it conveys an adver- 
tising impression to the _ public 
without regard to its location in any 
particular store.” 

The difficulty encountered in 
compiling specific sales figures re- 
sulting from the use of window dis- 
plays was cited by Mr. Wertz as 
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the chief reason why the medium is} trade has also contributed to this 


not considered by advertisers on) 


the same basis as other major media. 
Advertisers who have used the win- 
dow medium successfully, he pointed 
out, have gone to great expense to 
check results and they are loath 
to make their findings available to 
competitors. 

Fair trade, he added, has not fig- 
ured prominently in the drastic cut 
in display expenditures. On the 
contrary, he observed, the refusal 
of druggists and other retailers to 
use material issued by manufactur- 
ers whose products are not price 
protected has spurred many adver- 
tisers to issue such contracts. 


Unions Call Strike 


Still another threat to the win- 
dow display field made its appear- 
ance here today when the local 
trimmers’ union called a_ strike 
against three of the largest pro- 
fessional display services in New 
York. Companies affected by the 
strike are Dis-Play-Well,  Inc., 
Eagle Window Display Advertising 
Company, and National Lithograph 
Window Advertising Company. The 
move by labor was made when 
business locally approached a peak 
due to extensive use of window dis- 
plays by advertisers to tie in with 
the World’s Fair. 

The union seeks a substantial in- 
crease in pay for _ installations. 
Within the past year, an increase 
in the union scale from 90 cents to 
$1.10 per installation was granted. 
The new demand is for $1.25, plus 
an additional car allowance which 
would raise the rate to $1.37. 

This move by labor, it was held 
by one industry spokesman, con- 
stitutes an even greater danger than 
other conditions discussed by Mr. 
Wertz. To date, the display serv- 
ices have absorbed most of the in- 
creased cost of labor. To meet his 
new demand by the union, ADVER- 
TISING AGE was told, would neces- 
sitate a 40 per cent increase in the 
cost paid by advertisers. 


HIGH INSTALLATION 
COST HITS CHICAGO 


Chicago, June 1.—Despite union- 
ization of the display installation 
field, which has almost doubled la- 
bor costs, Calvert Distillers Cor- 
poration has created its own dis- 
play organization in Chicago, 
among other leading markets. In 
adopting the new policy, Calvert 
is conforming to methods generally 
used among important distillers. 

The union scale for window 
trimmers is $36 weekly, plus an al- 
lowance which averages about $6 
weekly for automobiles. The Cal- 
vert innovation suggests that large 
advertisers in the whisky field do 
not find the payroll burdensome in 
spite of the fact that some inde- 
pendent contractors report that they 
are unable to make a profit under 
the new condition. One window 
installation expert said that in 
spite of the higher labor cost, he 
has been unable to raise his prices, 
competition tending to hold down 
charges to the established level. 
His men work at a piece rate of 
$1.10 per display under the union 
scale. This represents a new peak 
for pay, since the top in NRA days 
was only $1, and 90 cents has been 
a more common figure in the past. 


Important Changes Noted 


This spokesman for the profes- 
sional installation field believes 
that the relatively high union scale 
and the advent of price maintenance 
have conspired to cause startling 
changes in the business. A few 
years ago, he reported, 70 per cent 
of his business came from drug 
manufacturers, but this has been re- 
duced nearly to the vanishing 
point. The distillery and beer field 


easily lead in window display ac- 
tivity at present, closely followed 
by cigarette and tobacco manufac- 
turers. 


Change in Displays 


Though many drug chains, cor- 
porate and independent, maintain 
their own staffs of window trim- 


mers, 
posite 


their creations are of a com- 
nature, seldom featuring the 
complete line of any single manu- 
facturer, according to the industry 
spokesman The advent of 


fair 


condition, he added. 

Despite the unionization of win- 
dow trimming in leading markets. 
the achievement of the organizers 
appears to have been confined to a 
few fields, which were already pro- 
union. Whisky isan example. Bar. 
tenders have long been members of 
one of the country’s strongest 
unions, hence it was not difficult 
to get their cooperation in organ. 
izing a union among the manufac. 
turers’ representatives with whom 
they come into contact—that is, in. 
stallers of window trims. 

Many manufacturers in other 
fields have been able to pursue their 
usual methods in spite of the ad. 
vance of unionism in window dis. 
play. Many apparently still rely 
chiefly on their salesmen to dis. 
tribute point-of-sale material, and 
while one occasionally meets with 
a mishap when he encounters a re. 
tailer who is violently pro-uniop, 
such engagements have been rare 
enough to cause comparatively little 
notice. The union itself apparently 
makes a distinction between dis. 
plays which require some ingenuity 
and skill to set up and those which 
merely require distribution. 


Pacific Coast Group 
Regards Fair 
as Added Attraction 


Oakland, Calif., June 1.—The P». 
cific Advertising Clubs Association 
convention here June 25-29 will of- 
fer a bountiful supply of both en. 
tertainment and education, a pre 
view of the program revealed today 

Headline speakers for major ses- 
sions include such well know 
names as Otis Shepard, William 
Wrigley, Jr., Company; Georg 
Welp, executive vice-president o 
International Printing Ink Con. 
pany; Edmund F. Becker, Jr., Safe. 
way Stores; Fred Gamble of th 
Four A’s; Don Gilman, Westem 
vice-president of National Broad. 
casting Company, and Lewis Aller 
Weiss of the Don Lee network. 

Plenty of free time has been al 
lotted for a thorough inspection ¢ 
the Golden Gate Exposition acros 
the bay. In fact PACA delegat 
number one was Sally Rand who i 
offering free tickets to her Nu& 
Ranch—to all lady delegates. 

The PACA advertising exhibi! 
contest will be held in the Home 
and Gardens building at the fait 
Entries include examples of @ 
types of copy created and used it 
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the West. 

Another convention _ highligt 
will be a letter clinic—the first heli 
by the PACA—conducted by Rober 
K. Orr, president of the Wolverine 
Insurance Company, Lansing 
Mich. 


Account to Rankin 


Wm. H. Rankin Company, Nes 
York, has been appointed to handl 
the advertising of L’Orle Parfum 
L’odorante, deodorizing perfume. 4 
national magazine campaign will & 
started in July. H. Sumner Ster- 
berg is account executive. 


NEBRASKA— 
A Great Wheat State 


Wheat is the leading cash crop 
in Nebraska. The state is second 
in the production of winter wheat, 
and third in all wheat—5S6 million 
bushels annually. 


- . an income source that means 
sustained buying power in the 
$454,000,000.00 Nebraska - South 
served by 


western lowa market, 


National Representatives: O'Mora & Ormsbee. ** 
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est OTTO IS A VERY SPORTING GENTLEMAN 
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a : oe Following a luncheon in honor of Don U. Bathrick, newly appointed general sales 
are # a manager for Pontiac Motors division of General Motors Corporation, a group 


; B32, OY of prominent Detroit newspaper representatives admire the marine clock that 
AueuT he ‘WOTTLE : was presented to the automobile executive. In the group above from left to 
right are: Mr. Bathrick; Carl Sitta, Paul Block & Associates; Tom Ejichelberger, 
of Williams, Lawrence & Cresmer; Joseph Scolaro, of Osborn, Scolaro & Meeker; 


in a series of three 24-sheet posters scheduled for summer posting, Otto Erlanger Brewing Company, Philadelphia, shows its 
up trade character, Otto, in familiar sporting poses. The first poster, above, features the dart game popular in taverns; the W. R. Ewald of Lorenzen & Thompson; 


; and George Slocum, publisher, Auto- 


second will cast Otto in the role of baseball player; and the third as a fisherman. Lavenson Bureau is the agency. motive News. 


on TEXAS CLUB PRESIDENT WIELDS THE GAVEL WELL FED PUPS ASSUME ROLE OF TRAVELING SALESMEN 
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.sing This copy in Comic Weekly will herald a novel tie- “up between John Morrell & Co. and the Burlington route. The satisfied 
canine customers enjoy Red Heart dining car service and show youthful readers how to acquire Zephyr souvenirs. (Story 
on Page 8.) 
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‘MtRican STEEL & WitRet 


COMPANY Cates Mane et ez 


Pane, color copy was used last week in The Saturday Evening Post and Time Stanley Works, New Britain, Conn., 


mercen Steel & Wire Company to let the public know that "The Softest 


has hit on an attention-compelling display featuring « crew of cartoon carpenters who 
- demonstrate actual use of Stanley tools. The display was produced by Leo H. Fuller, Long Island City, N. Y., by means of 
hing You Can Sleep On Is Steel.” (Story on Page 17.) silk screen on @ paper simulating wood grain. The little carpenters are in relief. 
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MR. JONES: Now look here, Mr. Emcee, you’ve had all 


the best of this quiz business. Suppose you 
answer a few questions for a change. 


EMCEE: Well—this—ah—this is sort of reversing 


things, isn’t it? But go ahead, I’ve heard a 
lot of answers. 


a MR. JONES: All right. Can you cite a list, showing the 
asttih wide range of products advertised on the 
ae Blue Network in 1939? 
i EMCEE: Certainly. Men’s hats, tobacco, ginger ale, 
breakfast food, kitchen cleanser, shaving 
; cream, petroleum products, magazines, 
# radios and radio tubes, paints, iron and 
ee sheet metal. 
ath MR. JONES: Do you know how many advertisers have 
| ~~ taken advantage of the Blue Network’s new 
>. plan, which enables them to “go national” 


“a 
a 


on a modest budget? 


BLUE IS THE BUY-WORD IN 1939 


*Get the whole story from any NBC office 


PO eS OT 


EMCEE: Yes sir! No less than 34 advertisers have 
taken advantage of it, and are now cashing 


in, with wider Blue Network coverage! , 


ist 
pa 
A! 
th 


MR. JONES: Correct again, Mr. Emcee. 100% for yo 
too. You’ve been right all the way. 


EMCEE: You bet I’m right—and so are the adverf) 
tisers who have taken advantage of wl: th 
substantial savings of the new “Blue” dif | 
count plan!* | 
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A Radio Corporation of America Service of 
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